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Interstate Brands Corporation is a wholesale baking company operating in its Montana 
and Wyoming market area under the brand names of Sweetheart, Eddy’s, and Standish 
Farms breads and rolls. A necessary part of a profitable operation is the recovery of 
products unsold in the retail stores through the company owned thriftshops that are 
strategically located throughout the market area to facilitate transportation costs and 
market logistics. During the most recent two years these thriftshop sales have begun to 
decline. While investigating possible causes and solutions to this decline one aspect 
became apparent; our customer knowledge had never been defined and we really didn’t 
know who our customers were.
Building extensively on a previous class project, a survey was designed to be mailed 
to known customers for completion and returned to the bakery for processing and 
tabulation. The results of the survey will be used in locating future, or relocating 
existing, thriftshops and furnishing them.
By using existing financial records, analysis was also done on current operations to 
determine areas that could be streamlined, eliminated, and/or expanded. After 
investigating each revenue and expense item a proforma income statement was assembled 
to indicate possible results of the thesis analysis.
Upon conclusion of the thesis project it was found that overall thriftshop operations 
were sound. Incorporation of many of the various recommendations would further 
enhance the operations and should improve the overall profitability of the thriftshops.
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I. INTRODUCTION
Bread has been called a necessity of life. Perhaps no other food stuff has had such an 
interesting and manipulated history as a loaf of bread. Once prehistoric man found that 
he could produce such a life-sustaining product from certain wild grains, he began to 
adapt into his lifestyle the cultivation of the soil to maintain a constant supply of the 
necessary grains. The farming of the grain crops allowed various tribes to settle in 
preferred locations so as not to have to depend on following the herds of wild animals 
that had previously been the main source of nourishment. As these settlements flourished, 
so did trade, since people in various settlements were now able to store excess grains that 
could later be used as barter for other necessary items. The baked grain products had 
a longer time frame for eating than meat and posed less chance of making the consumer 
ill.
As time passed, man became more proficient at cultivating only the grains that 
produced the best bread. By refining the farming and baking processes, certain tribes 
were able to become more powerful due to their ability to produce bread products even 
during times of famine in other parts of the known world. Other tribes would journey to 
these lands to request food stuffs to avoid starvation. Probably the most notable of these 
journeys was that of the Jewish people to Egypt, where they eventually became slaves 
of the Egyptians.
Through time wheat became the grain of choice and was refined to produce white flour. 
Even this led to a discrimination between the classes of people who were allowed to eat 
white bread. Only nobility and the clergy could eat the white bread while the peasants
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could only eat the darker, coarser loaves made from rye and other less preferred grains. 
This discrimination continued even after commercial bakeries began to appear as the 
rulers made specific laws regulating the conduct of the bakers. Wheat and wheat prices 
were controlled to make sure the ascribed conduct was followed. From time to time 
confrontations erupted as the lower classes of people were literally starved by this 
rationing process. Probably the most famous confrontation of all began when Marie 
Antoinette uttered her infamous "Let them eat cake!" in response to the cries of the 
French people from the lack of bread to eat. It caused a revolution.
Bread still is a necessary staple of the human diet. In some parts of the world it is the 
main course of a meal, while in others it has become a supplement to the meal or is even 
enjoyed as part of a morning or afternoon respite. As cultures differ in various countries 
so too has bread been adapted to the tastes of the people. When the Europeans began 
emigrating to this country, the melting pot of ethnic backgrounds resulted in the wide 
assortment of breads and rolls that are found in the United States today.
And yet as the pace of life has become more hurried, people have begun to forsake the 
baking of breads in the home and have begun purchasing bread as a matter of 
convenience instead of taste. Bread as toast for breakfast or sandwiches for lunch, or for 
any other reason, has dictated that the busy consumer have a reliable, consistent, and 
long lasting product that will require as little time in the work schedule as possible to 
obtain and prepare. In an effort to meet these requirements, the modem bakery has 
evolved from a shop producing bread products for a given locale to one that now is able 
each day to supply entire states, or even entire regions of the country, with fresh bread
and rolls.
Yet most people have little idea of the source and life of a bakery product. They are 
able to buy a loaf of bread or a package of buns at their favorite grocer knowing that the 
quality and freshness is virtually guaranteed as they can determine it for themselves by 
squeezing the product, looking at the code date on the bag lock, and remembering their 
last experience with this product probably just a few days ago. The grocers’ shelves are 
most always full and the products fresh. Seldom is it considered that not all of the items 
on these shelves are purchased and that the remainder must be disposed of in some way 
once they have passed their freshness point. But for the bakery that distributes these 
products and also is responsible for guaranteeing freshness and for removing old product 
that would detract from the freshness guarantee, the disposing of "old" bread products 
has presented a real challenge.
A. Thesis Objective
The company for which I work. Interstate Brands Corporation, is the largest 
independent baker and distributor of fresh bakery products in the United States. The 
company operates 32 bakeries throughout the country and employs over 14,000 people. 
From geographically dispersed bakeries, the company’s salesmen deliver baked goods 
to more than 100,000 food outlets on approximately 4,200 delivery routes. The 
company’s products are distributed primarily through its direct route system and through 
765 company operated thriftshops and, to some extent, through distributors. The 
company is operated locally as Sweetheart Bakery and is known throughout its Montana 
and Wyoming marketing area under the labels of Sweetheart, Eddy’s, and Standish 
Farms for its bread and buns, and Dolly Madison for its cake sweet goods. We also 
distribute various outside purchases such as Langendorf and Svenhardt sweetrolls, 
Archway and Royal cookies, and Dunford donuts. These bakery products are distributed 
through approximately 108 routes and 19 thriftshop operations. The major customers 
include nearly all of the regional retail grocery chains as well as the locally operated 
mom and pop grocery stores and convenience stores. The major chains sell, in addition, 
many of the products we bake for them under their own "private labels", such as IGA, 
Janet Lee, Shur Fresh, and Western Family.
Bread and bun products have a usable shelf life of seven days, but to assure product 
freshness and quality, they are rotated completely in the retail store every third day. This 
results in product that still has four days of shelf life. Cake products have a usable shelf 
life of 21 days, but are rotated every 14 days. "Stale" or "route returns" are the terms
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used to describe this rotated product. To aid in the recovery of these stale products and 
avoid excessive waste of consumable bread and cakes, the products are transferred to a 
thriftshop where they are marked down in price and sold as day-old product. People still 
deem the products to be of value and are more than willing to purchase them at half price 
or less even though they are not as fresh as the products on the retail grocers’ shelves.
The problem faced by Sweetheart Bakery is how to supply the marketing area with a 
competitive product and still be able to effectively recover those products that are still 
saleable. Without the thriftshops the Bakery would have to charge more for the fresh 
products in order to cover the losses for the products that are not sold within the short 
time span they may be left on the grocer’s shelf. At the same time that the Bakery is 
trying to recover these stale products, we do not want to put any more undue competitive 
pressure on the very grocers we are servicing. There is almost an antagonistic 
relationship between the Bakery and some of its grocer customers. While the grocers 
depend on the Bakery for the bakery products they sell everyday, they resent the 
competition of a thriftshop within their locale. This has caused us to seriously rethink the 
use of thriftshops in many of the cities and towns we service. In some ways the 
thriftshop may even precipitate some of the promotions run by the grocer as a way for 
him to compete with the pricing in the thriftshop.
Even though the thriftshops have helped us recover products that would otherwise be 
lost, we do not want to invest money into a thriftshop operation that will also lose 
money. As a result, we have carefully structured and developed our thriftshop operations 
so that they would become profit centers or at least break-even situations. But since fiscal
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1991 we have seen our net retail sales increase by only 3.8 percent while net retail 
profits have decreased 31 percent. Much of the sales increase can be attributed to an 
increase in our retail sales prices. From fiscal 1990 our stale recovery has dropped 8.2 
percent. Clearly our thriftshop operations are becoming less profitable. At the same time 
we began to see some overall slippage in the customer count, followed by improvement 
and then decline again. In fiscal 1990 the total customer count was 1,081,093. In the 
following fiscal year total customer count dropped to 1,074,900 but rebounded slightly 
in fiscal 1992 to 1,078,800. This was followed in fiscal 1993 by a total customer count 
of 1,129,200. While the increase was welcomed, a reduction in prices to meet 
competitive situations caused the sales per customer to drop by twenty cents. Fiscal 1994 
saw an increase in the sales per customer of seven cents, but the count has again dropped 
to 1,107,800.
Sweetheart Bakery has too much time and capital invested in the thriftshop operations 
to allow this profit center to decline any further. The objective of this thesis is to 
examine the current market situation of the thriftshops and their financial operations in 
order to determine the cause or causes for the profit decline, and to present alternative 
strategies for restoring them to the profitability established in previous years. It is also 
the intention that these strategies be used to continue increasing the thriftshop profitability 
in the years to come.
In an effort to keep the actual financial records confidential, the figures presented in 
this thesis have been factored by a number known only to the author. This has in no way 
affected the analysis of the thriftshops nor any of the ratios or other financial
relationships that are examined.
B. The Origins and Objectives of a Bakery Thriftshop
Staling involves the changes in the texture, flavor, and appearance of bakery products. 
Firming of the interior, or "crumb", is a highly noticeable alteration in bread and other 
low-density, lean products. Such firming is due to changes in the molecular status of the 
starch, specifically changing a kind of aggregation of sections of the long-chain molecules 
into micelles, making the molecules more rigid and less soluble than in the newly 
gelatinized granule. Elasticity is lost and the structure becomes crumbly. The crust, dry 
and crisp in the fresh state, becomes soft and leathery when stale, due to the 
redistribution of moisture between the loaf components. Crust softening is accelerated 
when the product is enclosed in moisture-proof packaging.
Changes in flavor also occur during the storage of baked products. Some of the volatile 
substantives evaporate; others oxidize or react with other dough constituents to yield less 
flavorful compounds. Ethanol contributes to the aroma of freshly baked, yeast-leavened 
products. Once it is lost, reheating cannot revive the original flavor. Fortunately, most 
volatile compounds are absorbed into other bread constituents and are thus hindered from 
diffusing away.
Baking has existed in the world since prehistoric times. While no one has been able to 
pinpoint a date when baking first began, the earliest record is found in the book of 
Genesis in the Bible where Abraham prepared bread for visitors he received. It is 
believed that the earliest form of bread was the cooking of a mixture of whole or broken 
grains in some water to form a type of gruel or porridge. The phenomenon of 
fermentation, with the resultant lightening of the loaf structure and the development of
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the appealing flavor, was probably the result of letting the mixture of gruel sit for a 
period of time before it was baked. If it were left for several hours, the spoilage of the 
mixture caused by the natural yeasts would make the gruel or dough begin to puff up. 
Only wheat was found to be the grain that yielded a flour that produced a light, porous 
structure in baked products.
By 2600 BC the Egyptians, credited with the first intentional use of leavening, were 
making bread by methods similar to those used today. They held stocks of sour dough, 
a crude culture of desired fermentation organisms, that was mixed with flour, water, and 
salt to produce over fifty varieties of bread. Flavoring was accomplished by the use of 
poppy seeds, sesame seeds, and camphor, which is a white, crystalline, volatile solid of 
the terpene group that has a characteristic smell.
While many of the earlier technological advances disappeared up to the early Middle 
Ages, they were revived during the later Middle Ages with guilds becoming the way of 
the trade. The guilds brought about many significant advances in baking techniques. 
Guild regulations strictly governed the size and quality of the products. It is interesting 
to note that outside of the cities bread was still baked in the individual peasant’s home 
and usually made of a lesser meal, such as rye, or a combination of meals.
By the mid 1800s improvements in baking technology began to accelerate rapidly, 
owing to the higher level of technology in general. Ingredients of greater purity and 
improved functional qualities were developed along with automated equipment which 
reduced the need for individual skill and eliminated hand manipulation of bread doughs. 
The enrichment of bread and other bakery foods with vitamins and minerals was a major
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accomplishment of the mid 20th century baking industry.
In spite of all my research that I did, there was no history of a thriftshop or any other 
means for disposing of stale products. Perhaps the stale products didn’t exist. The baking 
industry as it is known today is a recent phenomenon, having its origins during the time 
right after World War II. Much of this industrialization would not have been possible 
without certain other technologies also coming forth at the same time. One such product 
that influenced baking and the beginning of the thriftshop was the introduction of the 
refrigerator.
Prior to this time there was no efficient means for the storage of food items for any 
great period of time. Granted, people used the ice box as a means of storage; however, 
it had its limitations. Because of this, food items were bought on a more frequent basis. 
As bread tastes best fresh, the shopper would purchase bread while shopping in order to 
obtain the bread at its freshest. The local bakers knew how large their market area was 
and could get to know the shopping habits of their customers. In this way it was easy to 
know approximately how much bread to produce that could be sold in a day and not have 
any, or very little, left unsold. And since food preservatives did not exist as we know 
them today, any bakery product usually began to deteriorate within a few hours of 
baking. The consumption of bread was determined by the style of eating within the local 
culture. For example, in Paris bread was thrown away once it had begun to deteriorate. 
This allowed for a steady patronage of the local bakery. And bread was still being baked 
in the homes of many families throughout the country. But as most other industries began 
their rapid ascent into what we know today, so did the baking industry.
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It may be possible that the increase in the number of women in the work force due to 
World War II contributed to the growth of the baking industry. There were fewer women 
who wanted to come home from work and bake bread for the family. The purchase of 
bread from a local bakery enabled the working women to still provide bread for their 
families. And now that the bread could be stored in the refrigerator there was no need 
to purchase bread daily. The advances in food technology introduced preservatives that 
would help the bakery products hold their freshness longer. Now bread could be 
purchased twice a week or maybe even once a week.
The advent of the supermarket allowed bakers to be able to bake a mass quantity of 
products to be delivered to fewer locations. But as in anything else, the competition to 
do this usually dictated that the bakery that could produce the most products the cheapest 
could sell them in that store. With the changing habits of the consumer no one knew how 
much product was going to be purchased daily, but the supermarkets demanded that the 
bakery shelves be kept full at all times as the supermarkets competed with each other for 
customers. The result of all this was that not all of the products were sold before their 
freshness began to deteriorate. Thus, thriftshops originated in an effort to dispose of stale 
product with a few days of shelf life remaining.
Depending on what the public purchases, the amount of stale product in each category 
can vary considerably. To balance what could be an over or short amount of each 
product for sale, thriftshops are allowed to order fresh products to supplement any 
shortage they may anticipate in a particular product. This fresh product ordered is called 
"fresh supplement," and it plays a major role in the cost of goods sold in each thriftshop.
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For example, if too much fresh supplement is ordered, the customers will purchase it 
before all of the stale product is sold. Customers are able to tell the difference by 
squeezing the product, looking at the code on the bag enclosure, or even by asking a 
clerk as to the availability of any fresh product. When this happens, product rotation is 
hard pressed to facilitate all stale products being sold first, and as a result many stale 
items reach their shelf life date without being sold and must be returned to the bakery 
where it is disposed of as "hogfood" to a local pig farmer. While Sweetheart Bakery is 
fortunate to receive a small payment from the pig farmer, a main objective of each 
thriftshop is to minimize the amount of hogfood it returns to the bakery.
From information gathered from observations about our competitors’ thriftshop 
practices, there seems to be little difference in operating procedures. They use the same 
procedures to recover their stale products with the only variable possibly being the 
amount of time allowed before the products are staled into the thriftshops. Length of 
products’ codes to determine product shelf life has varied between companies and 
accounts for the product preferences between grocers. This also gives the thriftshops an 
area for competition.
One such problem was the thriftshop trying to compete against the retail grocers’ in­
store bakeries. Grocers have believed that they can save money by making their bakery 
products themselves. They attempt to re-establish the neighborhood bakery idea that was 
discussed earlier. What they usually find is that the economies of scale that have been 
achieved by a bakery such as Sweetheart Bakery are extremely difficult to duplicate on 
a store-by-store basis. The cost of labor, ingredients, and packaging, not to mention the
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fixed overhead costs of machinery and store space, make the total costs per bakery 
product prohibitive. As a result most in-store bakeries produce more specialty items such 
as individually frosted and decorated cakes, fresh baked cookies, raised donuts, and other 
items that either require substantial amounts of individual hand work or that have an 
extremely short shelf life.
Another potential area of competition has been the recent introduction of bread-making 
machines. These appliances have emerged due to the renaissance of the specialty bread 
products that were, and still can be, found in the growing number of local specialty 
bakeries. There are even cookbooks that have been published expounding on the 
unlimited possibilities the bread machine possesses. While these machines have sold well, 
they have probably not impacted the baking industry in any substantial way for two 
reasons. The first is the very reason for the demise of the local neighborhood bakeries - 
consumers are less willing to take the time required to bake each individual loaf than 
is required to purchase several loaves at their local supermarket or thriftshop. Secondly, 
the cost of purchasing the machines prohibits any type of cost rationalization on a loaf- 
by-loaf basis. As will be seen in the survey portion of this thesis, the type of customer 
that most commonly frequents a thriftshop is probably not likely to be able to purchase 
such a machine. The consumer most likely to purchase a bread machine is someone more 
concerned with the taste and other amenities of the types of breads that can be baked in 
such a machine. This would indicate that these products were given to production by a 
specialty bakery initially and do not easily lend themselves to the modem bakery 
production techniques.
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Over the past two or three years the thriftshop operations have come under severe 
pricing competition from the major retail grocers who have begun using their private 
label bakery products as promotionals in their advertisements. Of course, the grocers’ 
bakery products are fresh because a Sweetheart Bakery route salesman has just delivered 
them. The grocers also have priced these private label products very low. In fact, when 
a promotion for bread or bun products is advertised as a loss leader item, the prices are 
often as low or lower than the prices for the same types of products sold in the 
thriftshops as day-old product. The average price for a loaf of white bread for January 
1994, in what is considered the western region of the United States, which includes 
Montana and Wyoming, was 84.8 cents per pound. This is up from 82.1 cents per pound 
in May, 1993. But many grocers will run white and wheat roundtop, 24-ounce loaves of 
bread on promotion at three loaves for one dollar or at least two loaves for 99 cents. The 
same type of product is sold in the thriftshops at 49 cents each. The private label is a 
good value at that price and many consumers know it. As a result the customers buy 
large quantities of this promotional product and take it home to store in their freezers. 
With no need to purchase these products until possibly the next time they are on 
promotion again, the customer may not have a need to come to the thriftshop for some 
time, or if they do, they will not purchase these items. This type of behavior makes it 
extremely difficult to project the amount of stale a thriftshop will receive of like products 
and thereby exacerbates the ordering of fresh supplement. During these times there is 
usually an increase in the number of the competing products that must be sent to 
hogfood.
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A recent article in the Milling & Baking News underscores just how competitive the 
bakery - grocer relationship has become. The article concerned a survey that was 
conducted with the baking executives of the national bakeries about sales performance 
for the year ending 1993. The survey found that 17 percent of the executives said that 
thriftshop sales were off from one to four percent while an equal number of respondents 
said sales were unchanged. But 58.3 percent said thriftshop sales fell by five percent or 
more. The president and CEO of Interstate Brands, Charles A. Sullivan, made the 
following comments, "Our thriftshop sales were growing, but when the prices of bread 
dropped, we were forced to drop thriftshop prices as well. While sales held up, it doesn’t 
mean you are making any more money, particularly in the Midwest. When the 
supermarket sells bread for 25c, you can’t sit there at 39c."
To remain competitive the thriftshops have begun to carry some outside purchase 
items that may not be as common to the customers of the grocers. Outside purchases are 
products that are not made by the bakery or one of the sister plants. Other outside 
purchases are very familiar to the customers and are also used as a staple for the 
household. These items include milk, pop, cookies, and other snack items. This again 
can antagonize the bakery - grocer relationship, but has become necessary to bring 
customers into the thriftshops if the grocers are selling bread very cheap.
For this reason we have chosen not to establish thriftshops in some areas because their 
presence could overwhelm the local market and make the thriftshop too much of a 
competitor. An example of this occurred in the spring of 1994 when a competitive baking 
company established a thriftshop in a smaller town in Wyoming. This bakery was also
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supplying products to some of the grocers in the same town. The thriftshop became such 
a competitor that the grocers refused to carry any of the bakery’s products as long as the 
thriftshop existed. It was felt that the grocers were more of a warehouse for the bakery 
in that they stocked the products until the shelf life expired at which time the products 
were removed to the thriftshop and sold at a cheaper price. The grocers did not want to 
tie up valuable shelf space with any items that did not generate much or any profits for 
them. The bakery closed the thriftshop.
c. The Situation at Present
As of the spring of 1993, Sweetheart Bakery had a fiscal year to date stale percentage 
of 10 percent or approximately $2,700,000. This meant that 10 percent of all route sales 
were being transferred to a thriftshop for recovery. When the fresh supplement was 
ordered and other outside purchases were figured into the total thriftshop sales, it was 
easy to understand why the thriftshops were budgeted for total sales of $5,750,000 for 
fiscal year ending May 29,1993. Not only have the thriftshops been necessary as a 
recovery operation, but now they are depended on as profit centers.
On the following page I have included a comparative analysis of the past five fiscal 
years’ thriftshop profit and loss statements. Fiscal 1994 gross sales are projected to finish 
the year at $5,900,900, which is up 1.7 percent over the previous year, with net retail 
sales being up 1.6 percent at $5,064,400. The cost of goods sold also are favorable to 
the previous year by 4.8 percent at $2,734,800. This is due to the cost of fresh 
supplement being down 4.8 percent, or $62,800, which is to be expected as the amount 
of route returns has increased by 3 percent and would reduce the amount of fresh 
supplement by approximately $94,000 when grossed up to 100 percent of value instead 
of 25 percent. The fresh supplement transferred in from sister plants has increased 16.5 
percent, or $36,900, which reflects increased orders of snack and sweetgoods as the 
amounts being received through route returns has decreased. This has followed the 
decline in sales of these products as seen in the route sales. Long shelf life product, 
which is product from sister plants with a shelf life longer than thirty days, also has 
declined 39.5 percent, or $38,000. Part of this is the result of a decrease in customer
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TABLE 1, COMPARATIVE ANALYSIS OFTHRIFTSHOP OPERATIONS
(FISCAL YEARS 1990  TH RO U G H  1994, AS COM PARED TO THE PREVIOUS YEAR)
A c c o u n t  D e s c r ip t io n A C C T
#
F Y 9 0 FY 91 V ariance  
FY91 vs FY 90
F Y 9 2 V aria n ce  
FY92 vs FY91
F Y 9 3 V a ria n ce  
FY 93  vs FY92
F Y 9 4
A C T /B U D
V a ria n ce  
F Y 94 vs FY 93
R etail S to re  S ales 
M a rkd o w n s  
Cash Over (S hort) 
C ash D isco u n ts  
Inven to ry  (G a ln )/Lo ss
3561
3562
3 563
3564
3 565
$5,507.1
122.2
11.6
77.5
557.1
$5 ,655 .0
176.5
0.8
91.4
506.3
$147 .9
- 5 4 .3
10.8
- 1 3 .9
50.8
2.7%
-4 4 .4 %
93.1%
-1 7 .9 %
9.1%
$5,513 .8
186.3
7 .9
85.2
267.2
($141.2) 
- 9 , 8  
- 7 .1  -  
6.2 
239.1
- 2 .5 %
- 5 ,6 %
887 .5%
6.8%
47.2%
$5,801 .8
175.5
16.3
96.4
528.5
$288 .0  
10.8 
- 8 . 4  -  
- 1 1 .2  
- 2 6 1 .3
5.2%
5.8%
■106.3%
-1 3 .1 %
-9 7 .8 %
$ 5,9 00 .9
165.5  
1.2
128.3
541 .5
$99.1 
10.0 
15.1 
- 3 1  9 
- 1 3 .0
1.7%
5 7 %
9 2.6%
- 3 3 .1 %
- 2 .5 %
NET R ETAIL SALES 3570 $ 4 ,738 .7 $4,880 .0 $141 .3 3.0% $4,967 .2 $87.2 1.8% $4,985.1 $17.9 0.4% $ 5,0 64 .4 $79 .3 1.6%
R oute  R eturns 25% 7333 698.4 674 .3 24.1 3 .5% 674,5 - 0 .2 - 0 .0 % 790.8 - 1 1 6 .3 - 1 7 .2 % 814.3 - 2 3 . 5 - 3 .0 %
R etu rned  G ds R ec 5332 0 .0 0 .0 0.0 0 .0% 0.0 0.0 0.0% 0.0 0.0 0.0% 0 .0 0.0 0.0%
R eturned  G ds Del 5335 0 .0 0.0 0.0 0 .0% 0.0 0 .0 0.0% 0,0 0.0 0.0% 0 .0 0.0 0.0%
C rip p le s  &  Excess 5 309 47.6 47.6 0.0 0 .0% 24.7 22.9 48.1% 2 8.0 - 3 . 3 - 1 3 .4 % 36.1 - 8 .1 -2 8 .9 %
Fresh S upp  P rod 5307 1,284.4 1,228.1 56.3 4 .4% 1 ,274.8 - 4 6 .7 - 3 .8 % 1,299.9 - 2 5 .1 - 2 .0 % 1,237.1 62.8 4.8%
Fresh S upp  Trans In 5308 169.7 163.3 6.4 3 .8% 209.9 - 4 6 . 6 -2 8 .5 % 223.8 - 1 3 . 9 - 6 .6 % 260 .7 - 3 6 . 9 -1 6 .5 %
Long  S he lf L ife 5301 51.2 131.5 — 80  3 —156 .8% 156.1 - 2 4 .6 -1 8 .7 % 96.2 59.9 38.4% 58.2 38.0 39.5%
O u ts id e  Purch Retail 5331 428.6 486.0 - 5 7 .4 -1 3 .4 % 525.2 -3 9 .2 - 8 .1 % 645.0 - 1  19.8 -2 2 .8 % 577.9 67.1 10.4%
C O ST OF SALES 7332 $2 ,679 .9 $ 2 ,730 .8 ($50.9) - 1 .9 % $2,865 .2 ($134.4) - 4 .9 % $3,083 .7 ($218.5) - 7 .6 % $ 2,9 84 .3 $99 .4 3.2%
Less: H og  Feed  @ 25% 7345 157.7 184.5 26.8 17.0% 206.3 21.8 11.8% 212.0 5,7 2.8% 249 .5 37.5 17.7%
TO TA L  C O STS 7334 $2,522 .2 $ 2 ,546 .3 ($24.1) - 1 .0 % $ 2,658 .9 ($112.6) - 4 .4 % $2,871 .7 ($212.8) - 8 .0 % $ 2,7 34 .8 $136 .9 4 .8%
G R O SS PROFIT 7335 $2 ,216 .5 $2,333 .7 $117 .2 5.3% $ 2,308 ,3 ($25.4) - 1 .1 % $2,113 .4 ($194.9) - 8 .4 % $ 2 ,3 29 .6 $216 .2 10.2%
S up erv is ion  S tores 6301 33.5 35.8 - 2 . 3 - 6 .9 % 33.7 2.1 5.9% 36.6 - 2 . 9 - 8 .6 % 4 3.6 - 7 . 0 -1 9 .1 %
Retail C le rk  W ages 6302 653.4 664.0 - 1 0 .6 - 1 .6 % 692.5 - 2 8 .5 - 4 .3 % 754.3 - 6 1 .8 - 8 .9 % 7 63 .0 - 8 . 7 - 1 .2 %
O the r S tore  W a g es 6303 6.9 3.6 3.3 47.6% 2.5 1.1 30.6% 2.8 - 0 . 3 -1 2 .0 % 2.6 0.2 7 .1%
U tilitie s  -  S to res 6306 63.3 80.2 3.1 3.7% 112.7 - 3 2 .5 -4 0 .5 % 155.2 - 4 2 .5 -3 7 .7 % 171.6 - 1 6 . 4 -1 0 .6 %
M ise  Retail Exp 6308 84.3 66.7 17.6 20.9% 70.1 - 3 . 4 - 5 .1 % 39.9 30.2 43,1% 3 0,8 9.1 22.8%
S to re  S ales P ro m o 6309 28.0 30.2 - 2 .2 - 7 .9 % 22.7 7.5 24.8% 14.0 8.7 38.3% 61.1 -4 7 .1  - 3 36 .4%
B u ild in g  R epa irs 6310 14.8 52.7 - 3 7 . 9  - 256 .1% 32.7 20.0 38.0% 30.4 2.3 7.0% 2 1.9 8.5 28.0%
R ent 6312 248 .3 266.9 - 1 8 .6 - 7 .5 % 286.7 - 1 9 .8 - 7 .4 % 320.2 - 3 3 .5 -1 1 .7 % 324.1 - 3 . 9 - 1 .2 %
T ru c k  S to ra g e  C re d it 6313 14.8 0.0 14.8 100.0% 0.0 0.0 0.0% 0.0 0.0 0.0% 0.0 0.0 0 .0%
P ro pe rty  In su ra nce 6320 248.4 0.0 248.4 1 00.0% 0.0 0.0 0.0% 0.0 0.0 0.0% 0.0 0.0 0 .0%
P ro pe rty  Taxes 6321 7.4 15.1 - 7 . 7  - 104.1% (3.3) 18.4 121.9% 8.7 - 1 2 .0  - 363 .6% 15.6 - 6 . 9 -7 9 .3 %
S u n d ry  W a g e  C osts 6344 26.4 32.7 - 6 .3 -2 3 .9 % 40.7 - 8 .0 -2 4 .5 % 37.8 2.9 7.1% 2 7.3 10.5 27.8%
W o rk m e n 's  C o m p . — Retail 6346 7.2 7.8 - 0 . 6 - 8 .3 % 14.3 - 6 .5 -8 3 .3 % 15.6 - 1 . 3 - 9 .1 % 32.8 - 1 7 . 2  - 110 .3%
D ep re c ia tio n  -  S to re 6350 16.7 19.8 -3 .1 -1 8 .6 % 25.4 - 5 .6 -2 8 .3 % 23.3 2,1 8.3% 29.9 - 6 . 6 -2 8 .3 %
F re igh t C os t 6355 4.5 0.0 4.5 100.0% 0.0 0.0 0.0% 0,0 0.0 0 .0% 0.0 0 .0 0 .0%
P ayro ll F r in g e 6367 397.9 379.4 18.5 4.6% 367.3 12.1 3.2% 375.1 - 7 . 8 - 2 .1 % 403 .3 - 2 8 .2 - 7 .5 %
S tore  E x p e n s e  C re d it 6369 (187.7) (217.4) 29.7 15.8% (236.9) 19.5 9.0% (248.5) 11.6 4 .9% (216.1) - 3 2 .4 -1 3 .0 %
STORE E X P E N S E S 6370 $1,688.1 $1 ,437 .5 $250 .6 14.8% $1,461.1 ($23.6) - 1 .6 % $1,565 .4 ($104.3) - 7 .1 % $ 1 ,7 11 .5 ($146 .1 ) - 9 .3 %
NET PROFIT (LO SS) 7337 $528 .4 $896.2 $367 .8 69.6% $847 .2 ($49.0) - 5 .5 % $548 .0 ($299.2) -3 5 .3 % $618.1 $70.1 12.8%
R tns less  fe e d  @ 25% 7338 586.3 537.4 - 5 0 . 9 - 8 .7 % 492.9 — 44.5 - 8 .3 % 606.8 113.9 23.1% 604.4 - 2 .4 - 0 .4 %
NET R ETAIL C O N TR IB U TIO N 7339 $ 1 ,1 16 .7 $ 1 ,433 .6 $316 .9 28.4% $1,340.1 ($93.5) - 6 .5 % $1,154 .8 t$ 185.31 -1 3 .8 % $ 1 ,2 22 .5 $67 .7 5.9%
R E A LIZA TIO N  % 
R ECO VERY % 
STALE PR O D UC T %
66.0%
78.9%
41.6%
68.0%
74.4%
40.2%
66.9%
70.5%
37.7%
62.5%
74.1%
41.1%
6 4.4 %
70.7%
43.2%
00
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demand for these products as well as receiving more of them in route returns. Outside 
purchases retail are down 10.4 percent, or $67,100. Again, some of this reduction is due 
to the increase of these units being received through route returns. It is also a result of 
the thriftshop manager consolidating some of the like products down to one or two 
suppliers, and eliminating other duplicate products. The last cost, hog feed at 25 percent, 
has actually increased 17.7 percent which means that more products are being disposed 
of as hog food. So while this item reduces costs of goods sold, it actually indicates an 
overstock problem of fresh products being ordered and will actually hurt the retail 
contribution figure as seen below. Overall, the total costs are down 4.8 percent which 
allows gross profit to increase 10.2 percent to $2,329,600.
Operational expenses increased 9.3 percent over last year to $1,711,500. As can be 
seen on the analysis report, the largest increase has been in store sales promotions, which 
are up 336.4 percent or $47,100. The increased promotions of advertising and the use 
of bonus cards has added significantly to previous years’ expenses. These costs were 
deemed necessary to meet the increased competition of competitors’ thriftshops and the 
promotions of the retail grocers. Other increased expenses include wages and utilities. 
The supervisor’s wages have increased due to bonuses being achieved on quarterly net 
retail contribution objectives. The clerks’ wages have increased 1.2 percent due to 
contractual wage increases taking effect. Utility expenses have increased 10.6 percent, 
or $16,400, due to higher utility prices as well as remodeling efforts that included air 
conditioning and an increase in the amount accrued in reserve to meet one period’s 
expenses. Rents also have increased by 1.2 percent along with property taxes which
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increased 79.3 percent or $6,900. Worker’s Compensation costs were increased 110.3 
percent to reflect increased costs due to an increase in the number of incidents reported. 
Depreciation expense increased 28.3 percent, or $6,600, due to the remodeling done the 
previous year. Payroll fringe has increased 7.5 percent due to the increase in health care 
costs. Store expense credit has declined 13 percent, or $32,400, due to a change in the 
accounting procedure for calculating this credit. In the past, utilities, building repairs, 
rent, property taxes, and depreciation expenses were totaled with approximately half the 
cost being charged to route sales expense for the storage of route trucks. This has been 
changed to transfer half of the expenses of only those thriftshops that are actually storing 
route trucks. There are five thriftshops that have no route truck storage.
Profit is up 12.8 percent, or $70,100, due primarily to the reduction in cost of goods 
sold. As route returns are considered already to have been expended to the company 
when they were initially sold to the routes, this expense is added back to the thriftshop 
profit. This is similar to the adding back of depreciation to obtain a true cash flow figure. 
However, hogfood is the residual route returns that are not sold and must therefore be 
subtracted from the returns figure to obtain the net amount of returns sold. This total has 
decreased .4 percent, or $2,400, due to the increased hogfood. Net retail contribution 
increased 5.9 percent or $67,700.
While these figures show improvement over the prior year, they still do not match the 
achievements of two and three years ago. It is the objective of this thesis to find the 
reasons for these declines and seek alternatives to re-establish the prior years’ success.
D. Preliminary Understanding of Customer Profile
During our weekly operations meetings throughout the years, questions began to arise 
concerning the thriftshop business. Questions such as -
- Who are our customers?
- Where do they come from?
- What "image" or "appearance" is appropriate for the thriftshop?
- How should business be promoted?
- What products are selling the best and why?
- Should new or different products be carried in the thriftshops?
- Are the thriftshops located to take advantage of the bakery’s marketing area?
- If new thriftshops are built, where should they be located, what size should they be, 
and what hours of operation?
- What areas of the thriftshop operations could be adjusted to take advantage of our 
products, pricing, and location?
- Is there any "shrinkage" characteristic of the thriftshop?
Many other questions came to light. It was realized that no one had done an in depth 
study of the thriftshops and their characteristics, let alone find out what the customers 
thought.
It was at this point that I developed a survey of our customers in the three Billings 
thriftshops as a project in a class I was taking during the fall semester at the University 
of Montana MBA program in Billings. I have included a copy of it in the appendix for 
comparison to the survey used for the thesis. This original survey was not fully
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developed and received only 95 responses out of approximately 907 surveys distributed. 
But the project aroused the interest of both the plant management and me as to the 
possible insights that could be gained from doing a more in-depth survey of all the 
thriftshops and doing more analysis of the thriftshop operations. It was anticipated that 
this project would allow the retail manager to better understand the customers and their 
buying habits as well as point out potential areas for savings within the thriftshop 
operations. Any recommendations would be discussed, and those presenting possible 
solutions would be implemented and reviewed.
As limited as it was, I did use the information generated by the first survey to construct 
a customer profile. This original profile shows our most common customer to be a 
married, white female, between the ages of 25 and 44 years, with an average household 
size of between two and five individuals. The children are usually between the ages of 
five and fourteen. This "common" customer has at least graduated high school and 
probably has a college degree. Our customer most likely works and has a total household 
income of between $15,000 and $35,000. She has a positive image of the term 
"thriftshop. " She most likely lives within 20 minutes of the thriftshop and has been a 
longtime customer. She shops at the thriftshop at least weekly and sometimes every other 
week, and does most of her shopping alone between the hours of 10 AM and 4 PM. She 
generally knows ahead of time what she is planning to buy, but most likely does not have 
a dollar amount in mind. Coupons are used if possible. Ten minutes is about as long as 
she will remain in the thriftshop. Her household consumes at least two loaves of bread 
per week. While bread is the most important item to her when she goes to the thriftshop.
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she also will purchase large quantities of bread when it is run on promotion by a grocer 
and store it in her freezer. Even at that she feels the thriftshop is very competitive, offers 
good service, and would definitely recommend the thriftshop to a friend.
Probably the main point that was gained from this original survey was that the customer 
seemed to be primarily motivated by the pricing structure of the products. Her loyalty 
was to the retailer that offered what she considered to be the best bargain.
II. THE RESEARCH 
A. Analysis of Operations
For the Sweetheart Bakery thriftshops, an individual income statement for each store 
is generated every four weeks at the end of each of the thirteen periods that make up our 
fiscal year ending in May. We also summarize the thriftshop operations as a whole each 
week. This allows us to measure their performance to a weekly budget and to quickly 
see if a problem is developing. One drawback is that sales are not always consistent from 
week to week depending on the weather, the time of the month, or the time of year. We 
generally see an increase in sales during a five-day period surrounding the first of every 
month as many people are paid at this time. This also is the time the government 
distributes its checks to those involved in the various social programs. Since all of the 
thriftshops are part of each states’ food stamp programs, there is an increase in business 
when the stamps are issued. If there is a holiday during the week, business is usually less 
due to the thriftshops being closed for a day. But if the holidays are Christmas or New 
Years, business can be very slow as the bread and cake products that we sell are not 
consumed as much during this time. So a week’s worth of sales may not completely 
cover the evenly distributed expenses, and in particular the fixed costs, each week. But 
when viewed as a whole four-week period, income and expenses come back into line.
To assist the reader in following the analyses, I have assembled various financial 
reports on the following pages for the last four complete fiscal years’ income statements 
and included the current 1994 fiscal year.
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TABLE 2. COMPARATIVE ANALYSIS OFTHRIFTSHOP OPERATIONS
(FISCAL YEARS 19 9 0  THROUGH 1994.  AS COM PARED TO THE PREVIOUS YEAR)
A c c o u n t  D e s c r ip t io n A C C T
#
F Y 9 0 FY 91 V ariance  
FY91 vs FY90
F Y 9 2 V aria n ce  
FY 92  VS FY91
F Y 9 3 V aria n ce  
FY93 VS FY92
F Y 9 4
A C T /B U D
V a ria n ce  
FY 94 vs F Y 93
Retail S to re  S ales 3561 $5,507,1 $ 5 ,655 .0 $147 .9 2.7% $5,5 13 .8 ($141 .2 ) -2 .5 % $ 5,8 01 .8 $288 .0 5.2% $ 5 .9 00 .9 $99.1 1.7%
M a rk d o w n s 3562 122.2 176,5 - 5 4 . 3 -4 4 .4 % 186.3 - 9 . 8 -5 .6 % 175.5 10.6 5.6% 165.5 10.0 5.7%
C ash O ver (S hort) 3563 11.6 0.8 10.8 93.1% 7.9 - 7 .1  - 887 .5% 16.3 - 8 . 4  - -1 06 .3% 1.2 15.1 9 2 .6%
C ash  D isco u n ts 3564 7 7 .5 91.4 - 1 3 . 9 -1 7 .9 % 85.2 6.2 6.8% 96.4 - 1 1 .2 -1 3 .1 % 128.3 - 3 1 .9 - 3 3 .1 %
Inven to ry  (G a ln )/Lo ss 3565 557.1 506.3 50.8 9.1% 267.2 239.1 47.2% 528.5 - 2 6 1 .3 -9 7 .6 % 541 .5 - 1 3 .0 - 2 .5 %
NET R ETAIL SALES 3570 $4 ,738 .7 $ 4 ,880 .0 $141 .3 3.0% $4,967 .2 $87.2 1.8% $4,985.1 $17 .9 0.4% $ 5 ,0 64 .4 $79 .3 1.6%
R oute  R eturns  25% 7333 698.4 674.3 24.1 3.5% 674 .5 - 0 ,2 -0 .0 % 790.8 - 1 1 6 ,3 -1 7 .2 % 814 .3 - 2 3 .5 - 3 .0 %
R e tu rned  G ds  Rec 5332 0.0 0.0 0.0 0.0% 0.0 0.0 0.0% 0.0 0.0 0.0% 0.0 0.0 0.0%
R etu rned  G ds  Del 5335 0.0 0.0 0 0 0.0% 0.0 0.0 0.0% 0.0 0.0 0.0% 0.0 0.0 0,0%
C rip p le s  & E xcess 5309 47,6 47.6 0.0 0.0% 24.7 22.9 48.1% 28.0 - 3 . 3 -1 3 .4 % 36.1 - 8 .1 -2 8 .9 %
Fresh  S upp  P rod 5307 1,284.4 1,228.1 56.3 4.4% 1,274.8 - 4 6 . 7 -3 .8 % 1,299.9 -2 5 .1 - 2 .0 % 1.237.1 6 2 .6 4.8%
F resh  S upp  T rans In 5308 169.7 163.3 6.4 3.8% 209 .9 - 4 6 . 6 -2 8 .5 % 223.8 - 1 3 .9 — 6 .6% 260 .7 - 3 6 . 9 -1 6 .5 %
Long  S he lf L ife 5301 51.2 131.5 - 8 0 . 3  - 156.8% 156.1 - 2 4 . 6 -1 8 .7 % 96.2 59.9 38.4% 58.2 3 8 .0 39.5%
O u ts id e  Purch  R etail 5331 428.6 486.0 - 5 7 . 4 -1 3 .4 % 525.2 - 3 9 . 2 - 8 .1 % 645.0 - 1 1 9 .8 -2 2 .8 % 577 .9 67.1 10.4%
C O ST OF SALES 7332 $2 ,679 .9 $ 2 .730 .8 ($50.9) -1 .9 % $2,865.2 ($134.4) - 4 .9 % $ 3,083 .7 ($218.5) - 7 .6 % $ 2 ,9 84 .3 $99 .4 3.2%
Less: H og  Feed  @ 25% 7345 157.7 184.5 2 6 .8 17.0% 206.3 2 1 .8 11.8% 212.0 5.7 2.8% 249 .5 3 7 .5 17.7%
T O T A L  C O STS 7334 $2,522 .2 $ 2 ,546 .3 ($24.1) -1 .0 % $ 2,6 58 .9 ($112.6) - 4 .4 % $ 2,871 .7 ($212.8) - 8 .0 % $2,734 .8 $13 6 .9 4.8%
G R O SS PR O FIT 7335 $2 .216 .5 $ 2 ,333 .7 $117.2 5.3% $ 2,3 08 .3 ($25.4) -1 .1 % $ 2,113 .4 ($194.9) - 8 .4 % $ 2 ,3 2 9 .6 $216 .2 10.2%
S u p e rv is ion  S tores 6301 3 3.5 3 5.8 - 2 . 3 - 6 .9 % 33.7 2.1 5.9% 36.6 - 2 . 9 - 8 .6 % 43.6 - 7 . 0 - 1 9 .1 %
R eta il C le rk  W a g es 6302 653.4 664 .0 - 1 0 . 6 - 1 .6 % 692 .5 - 2 8 . 5 - 4 .3 % 754.3 - 6 1 .8 - 8 .9 % 763 .0 - 8 . 7 - 1 .2 %
O the r S tore  W a g e s 6303 6 .9 3 .6 3.3 47.8% 2,5 1.1 30.6% 2.8 - 0 . 3 -1 2 .0 % 2.6 0.2 7 .1%
U tilities  -  S to res 6306 8 3.3 80.2 3.1 3.7% 112.7 - 3 2 . 5 -4 0 .5 % 155.2 - 4 2 . 5 -3 7 .7 % 171.6 - 1 6 . 4 - 1 0 .6 %
M ise  R etail Exp 6308 8 4.3 6 6.7 17.6 20.9% 70.1 - 3 . 4 - 5 .1 % 39.9 30.2 43.1% 30.8 9.1 22.8%
S tore  S ales P ro m o 6309 2 8.0 30.2 - 2 .2 - 7 .9 % 22.7 7.5 24.8% 14.0 8.7 3 8.3% 61.1 - 4 7 ,1  - 3 36 .4%
B u ild in g  R epa irs 6310 14.8 52.7 - 3 7 . 9  - 256 .1% 3 2.7 20.0 38.0% 30.4 2.3 7.0% 2 1 .9 8.5 28.0%
R en t 6312 248.3 266.9 - 1 8 . 6 - 7 .5 % 286.7 - 1 9 . 8 -7 .4 % 320.2 - 3 3 . 5 -1 1 .7 % 324.1 - 3 . 9 - 1 .2 %
T ru c k  S to ra g e  C red it 6313 14.8 0 .0 14.8 100.0% 0.0 0.0 0 .0% 0.0 0.0 0.0% 0.0 0.0 0 .0%
P ro p e rty  In su ra nce 6320 248.4 0.0 248.4 100.0% 0.0 0.0 0 .0% 0,0 0.0 0.0% 0.0 0.0 0 .0%
P ro p e rty  Taxes 6321 7.4 15.1 - 7 . 7  - 104.1% (3.3) 18.4 121.9% 8.7 - 1 2 . 0  - 363 .6% 15.6 - 6 . 9 - 7 9 .3 %
S u n d ry  W a g e  C osts 6344 26.4 32.7 - 6 . 3 -2 3 .9 % 4 0,7 - 8 , 0 -2 4 .5 % 37,8 2.9 7.1% 2 7 .3 10.5 27.8%
W o rk m e n 's  C o m p . -  Retail 6346 7.2 7.8 — 0.6 - 8 .3 % 14.3 - 6 . 5 -8 3 .3 % 15,6 - 1 , 3 - 9 .1 % 3 2 .8 - 1 7 . 2  - 110 .3%
D ep re c ia tio n  -  S to re 6 350 16.7 19.8 - 3 .1 -1 8 .6 % 25.4 - 5 , 6 -2 8 .3 % 23.3 2.1 8 .3% 2 9 .9 — 6,6 -2 8 .3 %
F re ig h t C o s t 6355 4.5 0.0 4.5 100.0% 0.0 0 .0 0 .0% 0.0 0.0 0 .0% 0.0 0 .0 0.0%
P ayro ll F r in g e 6367 397 .9 379.4 18.5 4,6% 367.3 12.1 3.2% 375.1 - 7 . 8 - 2 .1 % 403.3 - 2 8 .2 - 7 .5 %
S to re  E x p e n s e  C red it 6369 (187.7) (217.4) 29.7 15.8% (236.9) 19,5 9.0% (248.5) 11.6 4.9% (216.1) - 3 2 . 4 - 1 3 .0 %
STO RE E X P E N S E S 6 370 $1,688.1 $ 1 .437 .5 $250 .6 14.8% $1,461.1 ($23.6) - 1 .6 % $1,565 .4 ($104.3) - 7 .1 % $ 1 ,7 11 .5 ($146 .1 ) - 9 .3 %
NET PROFIT (LOSS) 7337 $ 528 .4 $896 .2 $367 .8 69.6% $847.2 ($49.0) - 5 .5 % $548 .0 ($299.2) -3 5 .3 % $618.1 $70.1 12.8%
R tns less feed  @ 25% 7338 588.3 537.4 - 5 0 .9 - 8 .7 % 492.9 - 4 4 . 5 - 8 .3 % 606.8 113.9 23.1% 604.4 - 2 . 4 -0 .4 %
NET R ETAIL C O N TR IB U TIO N 7339 $1,116 .7 $1 ,433 .6 $316 .9 28.4% $1.340.1 t$93.51 - 6 .5 % $1,154 .8 ($185.3) -1 3 .8 % $ 1 .2 22 .5 $67 .7 5.9%
R E A LIZA TIO N  % 
R EC O VER Y % 
STALE P R O D U C T %
6 6.0%
7 8.9%
4 1.6%
68.0%
74.4%
40.2%
66.9%
70,5%
37.7%
62.5%
74.1%
41.1%
64.4%
70.7%
43.2%
TABLE 3. COMPARATIVE ANALYSIS OFTHRIFTSHOP OPERATIONS
(FISCAL YEARS 19 9 0  THROUGH 1994,  YEAR TO DATE THROUGH 3 rd  QUARTER. AS COM PARED TO THE PREVIOUS YEAR)
A c c o u n t  D e s c r ip t io n A C C T F Y 9 0 F Y 91 V ariance F Y 9 2 V aria n ce F Y 9 3 V ariance F Y 9 4 V a ria n ce
# 3 rd  Q TR 3 rd  Q TR FY91 vs  FY90 3 rd  Q TR FY92 vs FY91 3 rd  Q TR FY 93 vs FY92 3 rd  Q T R F Y 94 vs FY 93
R etail S to re  Sales 3561 $4 ,1 56 .0 $4,373.1 $217.1 5.2% $4,237 ,6 ($135.5) - 3 ,1 % $4,426 .3 $188 ,7 4.5% $4,5 42 .0 $115 .7 2 .6%
M a rkd o w n s 3562 90.2 132.2 - 4 2 .0 -4 6 .6 % 149,4 - 1 7 .2 - 1 3 .0 % 136.3 13.1 8 .8% 132.8 3.5 2 .6%
C ash  Over (S hort) 3563 10.6 0.8 9.8 92.5% 4,9 - 4 .1  - •5 12 .5% 15.0 - 1 0 ,1 -2 0 6 .1 % 0.4 14.6 9 7 .3 %
C ash  D isco u n ts 3564 55.9 70.0 -1 4 .1 -2 5 .2 % 66.1 3.9 5.6% 67.8 - 1 . 7 -2 .6 % 96.2 - 2 8 . 4 -4 1 .9 %
Inve n to ry  (G a in )/Loss 3 565 457.1 419.7 37.4 8.2% 183.5 236.2 56.3% 413,2 - 2 2 9 .7 -1 2 5 .2 % 439.1 - 2 5 . 9 - 6 ,3 %
NET R ETAIL SALES 3 570 $3,542 ,2 $ 3 ,750 .4 $208 .2 5.9% $ 3,833 .7 $83.3 2.2% $ 3,794 ,0 ($39.7) - 1 .0 % $3,8 73 .5 $79 ,5 2,1%
R ou te  R eturns  25% 7333 543 .0 535.9 7.1 1.3% 519.6 16.3 3.0% 613,3 - 9 3 .7 -1 8 .0 % 628.0 - 1 4 , 7 - 2 .4 %
R e tu rned  G ds Rec 5332 0 .0 0.0 0.0 0.0% 0.0 0.0 0.0% 0,0 0.0 0.0% 0.0 0,0 0.0%
R etu rned  G ds Del 5335 0.0 0.0 0.0 0,0% 0.0 0.0 0.0% 0.0 0.0 0.0% 0.0 0.0 0,0%
C rip p le s  &  Excess 5309 35.3 38.2 - 2 . 9 - 8 .2 % 19.3 18.9 49.5% 21,8 - 2 , 5 -1 3 .0 % 27.2 - 5 .4 -2 4 .8 %
Fresh  S upp  P rod 5307 960.2 937.0 23.2 2.4% 969.4 - 3 2 .4 - 3 .5 % 999,4 - 3 0 ,0 - 3 .1 % 949.0 50.4 5.0%
Fresh  S upp  Trans In 5308 131.1 119.2 11.9 9.1% 162.8 - 4 3 .6 -3 6 .6 % 169,9 -7 .1 - 4 .4 % 195.1 - 2 5 .2 -1 4 .8 %
L on g  S he lf L ife 5301 46.4 99.0 - 5 2 . 6  - 113,4% 125.6 - 2 6 .6 -2 6 .9 % 82,2 43,4 34.6% 4 4.7 3 7 .5 45 .6%
O u ts id e  P urch  Retail 5331 308.0 379.3 - 7 1 .3 -2 3 ,1 % 419.3 - 4 0 .0 -1 0 .5 % 490.6 - 7 1 ,3 -1 7 .0 % 420 .7 6 9 .9 14.2%
C O ST OF SALES 7332 $2 ,0 24 .0 $ 2 ,108 .6 ($84.6) - 4 ,2 % $2,216 .0 ($107 .4 ) - 5 .1 % $2,377 .2 ($161,2) - 7 .3 % $ 2,2 64 .7 $ 11 2 .5 4.7%
Less: H og  Feed  @ 25% 7345 124.4 149.5 25.1 20,2% 167,3 17.8 11,9% 175.0 7,7 4.6% 189.5 14.5 8.3%
TO T A L  C O STS 7334 $1 ,8 99 .6 $1,959,1 ($59.5) - 3 ,1 % $2,048 ,7 ($89.6) - 4 .6 % $2,202 .2 ($153.5) - 7 .5 % $2.075 ,2 $127 .0 5.8%
G R O SS PR O FIT 7335 $ 1 ,6 42 ,6 $ 1 ,791 .3 $148.7 9.1% $1,785 ,0 ($6.3) - 0 ,4 % $1,591 .8 ($193,2) -1 0 .8 % $ 1,7 98 ,3 $206 .5 13.0%
S u p erv is ion  S tores 6301 25,5 27.6 - 2 .1 - 8 .2 % 25,6 1.6 6.5% 28.7 - 2 , 9 -1 1 .2 % 3 3,5 - 4 , 8 -1 6 .7 %
Retail C le rk  W ages 6302 492.5 508.0 - 1 5 .5 - 3 .1 % 531,0 - 2 3 , 0 - 4 ,5 % 579.9 - 4 8 , 9 - 9 .2 % 5 82 ,3 - 2 . 4 - 0 .4 %
O the r S tore  W a g e s 6303 5.6 3.0 2.6 46,4% 1,8 1.2 40,0% 2.1 - 0 ,3 -1 6 .7 % 2,0 0.1 4.8%
U tilitie s  -  S to res 6306 56.6 61.6 - 5 . 0 - 8 ,8 % 85,6 - 2 4 , 0 -3 9 .0 % 121.2 - 3 5 ,6 -4 1 .6 % 123,2 - 2 . 0 - 1 .7 %
M ise  R etail Exp 6308 67.3 51.7 15.6 23,2% 59,6 - 7 . 9 -1 5 .3 % 33.5 26,1 43.8% 13.2 20.3 60.6%
S to re  S a les P ro m o 6309 20.8 20.8 0.0 0,0% 18.6 2,2 10.6% 11.7 6,9 37.1% 45,1 - 3 3 . 4  - 285 .5%
B u ild in g  R epa irs 6310 10.7 30.6 - 1 9 . 9  - 186.0% 28.2 2.4 7.8% 19.6 8,6 30.5% 2 1,0 - 1 . 4 - 7 .1 %
R en t 6312 187.7 199.8 -1 2 .1 -6 ,4 % 211.5 - 1 1 ,7 - 5 .9 % 238.8 - 2 7 ,3 -1 2 .9 % 242,2 - 3 . 4 - 1 .4 %
T ru c k  S to ra g e  C re d it 6313 0 .0 0.0 0.0 0.0% 0.0 0.0 0.0% 0.0 0,0 0.0% 0.0 0.0 0.0%
P ro p e rty  ins u ra n c e 6320 0.0 0.0 0.0 0.0% 0.0 0.0 0.0% 0.0 0,0 0.0% 0.0 0.0 0.0%
P ro p e rty  Taxes 6321 11.6 11.6 0.0 0,0% 11.6 0.0 0.0% 11.6 0,0 0.0% 11.6 0.0 0.0%
S u n d ry  W a g e  C osts 6344 19.6 25.1 - 5 .5 -2 8 ,1 % 36.3 - 1 1 .2 -4 4 .6 % 30,3 6.0 16.5% 16.9 13,4 44.2%
W o rk m e n ’ s C o m p . -  R etaii 6346 5.4 6.0 — 0.6 -1 1 ,1 % 11.0 - 5 . 0 -8 3 .3 % 12,0 - 1 . 0 - 9 .1 % 3 2.8 — 20  8 —173.3%
D e p re c ia tio n  -  S to re 6350 16.2 10.5 5.7 35,2% 16.2 - 5 . 7 -5 4 .3 % 18,0 - 1 . 8 -1 1 .1 % 2 2.8 - 4 . 8 -2 6 ,7 %
F re ig h t C os t 6355 2.8 0.0 2.8 100,0% 0.0 0.0 0.0% 0,0 0.0 0.0% 0.0 0 ,0 0.0%
P a yro ll F r in g e 6367 305.9 300.4 5.5 1,8% 292,1 8.3 2.8% 308 .9 - 1 6 ,8 - 5 .8 % 306.2 2,7 0,9%
S tore  E x p e n s e  C re d it 6369 (136.5) (158.9) 22.4 16,4% (179,2) 20.3 12.8% (190,2) 11.0 6 .1% (175,3) - 1 4 ,9 - 7 ,8 %
STORE E X P E N S E S 6370 $ 1 ,091 .7 $1,097 .8 ($6.1) -0 ,6 % $1,150,1 ($52.3) - 4 .8 % $1,226,1 ($76.0) - 6 .6 % $ 1 ,2 77 ,5 ($51.4) - 4 ,2 %
NET PROFIT (LOSS) 7337 $550 .9 $693 .5 $142 .6 25,9% $634 ,9 ($58.6) - 8 .4 % $365 .7 ($269,2) -4 2 .4 % $ 52 0 ,6 $155.1 42,4%
R tns iess  feed  @ 25% 7338 453.9 424.6 - 2 9 . 3 -6 ,5 % 371,6 - 5 3 . 0 -1 2 .5 % 460.1 88,5 23.8% 465,7 5.6 1,2%
NET R E TA iL  C O N TR iB U T lO N 7339 $ 1 ,004 .8 $1,118.1 $1 13,3 11,3% $1,006 ,5 ($111,6) -1 0 .0 % $825 .8 ($180,7) -1 8 .0 % $986 ,5 $160 .7 19,5%
R E A LIZA T iO N  % 64.8% 67.4% 67.0% 61.6% 64,4 %
RECO VERY % 78.5% 74.0% 69.0% 72,4% 71,1 %
STALE PR O D UC T % 42.3% 41,3% 37.7% 41,2% 43.6%
TABLE 4. COMPARATIVE ANALYSIS OFTHRIFTSHOP OPERATIONS
(FISCAL YEARS 1 9 9 0  THROUGH 1994,  AS A PERCENTAGE OF G R O S S  SALES/NET SALES)
A c c o u n t  D e s c r ip t io n A C C T F Y 9 0 %  Of F Y 91 %  Of F Y  92 %  Of F Y  9 3 %  Of F Y 9 4 %  Of
# G S /N S G S /N S G S /N S G S /N S A C T /B U D G S /N S
Retail S to re  Sales 3561 $5,507.1 100.0% $5,655 .0 100.0% $5,513 .8 100.0% $5,8 01 .8 100.0% $ 5,900 .9 100.0%
M a rkd o w n s 3562 122.2 2.2% 176.5 3.1% 186.3 3.4% 175.5 3,0% 165.5 2.8%
C ash Over (S hort) 3563 11.6 0.2% 0.8 0.0% 7.9 0.1% 16.3 0.3% 1.2 0.0%
C ash D isco u n ts 3564 7 7 ,5 1.4% 91.4 1.6% 85.2 1.5% 9 6.4 1.7% 128,3 2.2%
Inven to ry  (G a in )/Lo ss 3565 557.1 10.1% 506.3 9.0% 267.2 4.8% 528.5 9.1% 541,5 9.2%
NET RETAIL SALES 3570 $ 4 ,7 38 .7 100.0% $4,880 .0 100.0% $4,967 .2 100.0% $4,985.1 100.0% $ 5,064 .4 100.0%
R ou te  R eturns  25% 7333 698 .4 14,7% 674,3 13.6% 674.5 13.6% 790.8 15,9% 814.3 16.1%
R etu rned  G ds R ec 5332 0 .0 0 .0% 0.0 0.0% 0.0 0.0% 0 .0 0,0% 0.0 0.0%
R etu rned  G ds Del 5335 0 .0 0 .0% 0.0 0.0% 0.0 0.0% 0 .0 0.0% 0.0 0.0%
C rip p le s  & E xcess 5309 47.6 1.0% 47.6 1.0% 24.7 0.5% 2 8.0 0.6% 36,1 0.7%
Fresh  S upp  P rod 5307 1,284.4 27.1% 1,228.1 25.2% 1,274.8 2 5 .7 % 1,299.9 26.1% 1,237.1 24.4%
Fresh  S upp  T rans  In 5308 169.7 3.6% 163.3 3.3% 209.9 4.2% 223.8 4.5% 260.7 5 ,1%
Long  S he lf L ife 5301 51.2 1.1% 131.5 2.7% 156.1 3.1% 96.2 1.9% 58.2 1.1%
O u ts id e  P urch  R etail 5331 428.6 9.0% 486.0 10.0% 525.2 10.6% 645 .0 12,9% 577,9 11.4%
C O S T OF SALES 7332 $ 2 ,679 .9 56.6% $2,730 .8 56.0% $2,865 .2 57.7% $3,083 .7 61.9% $ 2 ,9 84 .3 5 8 .9 %
Less: H og  Feed  @ 25% 7345 157.7 3.3% 184.5 3.8% 206.3 4.2% 212 .0 4.3% 249.5 4.9%
T O T A L  C O STS 7334 $2,522 .2 53.2% $2,546 .3 52.2% $ 2,658 .9 53.5% $2,8 71 .7 57.6% $ 2,7 34 .8 54.0%
G R O SS PROFIT 7335 $ 2 ,216 .5 46.8% $2,333 .7 47.8% $ 2,308 .3 46.5% $ 2,1 13 .4 42.4% $ 2 ,3 29 .6 46,0%
S u p e rv is ion  S tores 6301 33.5 0.7% 35.8 0.7% 33.7 0.7% 3 6.6 0.7% 43.6 0.9%
R etail C le rk  W ages 6302 653.4 13,8% 664.0 13.6% 692.5 13,9% 754.3 15.1% 763 .0 15.1%
O the r S tore  W a g e s 6303 6 .9 0.1% 3.6 0.1% 2.5 0.1% 2.8 0 .1% 2.6 0.1%
U tilitie s  -  S to res 6306 83.3 1.8% 80.2 1.6% 112.7 2.3% 155.2 3.1% 171.6 3.4%
M ise  Retail Exp 6308 8 4 .3 1.8% 66.7 1.4% 70.1 1.4% 3 9.9 0 .8% 30.8 0.6%
S to re  S a les P rom o 6309 2 8 .0 0.6% 30.2 0.6% 22.7 0.5% 14,0 0 ,3% 61.1 1.2%
B u ild in g  R epa irs 6310 14.8 0.3% 52.7 1.1% 32.7 0.7% 30.4 0 .6% 2 1.9 0.4%
R en t 6312 248 .3 5.2% 266.9 5.5% 286.7 5.8% 320.2 6 .4% 324.1 6.4%
T ru c k  S to rage  C re d it 6313 0.0 0.0% 0.0 0.0% 0.0 0.0% 0.0 0 ,0% 0.0 0 .0%
P ro p e rty  In su ra nce 6320 0.0 0.0% 0.0 0.0% 0.0 0.0% 0.0 0 .0% 0.0 0 .0%
P ro p e rty  Taxes 6321 7.4 0.2% 15.1 0.3% (3.3) -0 .1 % 8.7 0.2% 15.6 0 .3%
S u n d ry  W age  C osts 6344 26.4 0.6% 32.7 0.7% 40.7 0.8% 37.8 0.8% 2 7.3 0,5%
W o rk m e n ’s C om p . -  Retail 6346 7,2 0.2% 7,8 0,2% 14.3 0.3% 15.6 0.3% 3 2.8 0 .6%
D e p re c ia tio n  — S to re 6350 16.7 0.4% 19.8 0.4% 25.4 0.5% 2 3 3 0.5% 2 9.9 0 .6%
F re ig h t C os t 6355 4.5 0.1% 0,0 0.0% 0.0 0.0% 0.0 0.0% 0.0 0.0%
P ayro ll F r in g e 6367 397 .9 8.4% 379.4 7.8% 367.3 7.4% 375.1 7.5% 403.3 8.0%
Store  E xp e nse  C re d it 6369 (187.7) - 4 .0 % (217.4) -4 ,5 % (236.9) -4 .8 % (248.5) - 5 .0 % (216.1) - 4 .3 %
STORE E X P E N S E S 6370 $ 1 ,4 24 .9 30.1% $1,437 .5 29.5% $1,461.1 29.4% $ 1,565 .4 31.4% $ 1,7 11 .5 3 3 .8 %
N ET PROFIT (LO SS) 7337 $791 .6 16.7% $896.2 18.4% $847 .2 17.1% $548 .0 11.0% $618.1 12.2%
R tns less feed  @ 25% 7338 588.3 12.4% 537.4 11.0% 492.9 9.9% 606.8 12.2% 604.4 11.9%
NET RETAIL C O N TR IB U TIO N 7339 $ 1 ,379 .9 29.1% $1,433 .6 29.4% $1,340.1 27.0% $ 1,154 .8 23.2% $ 1,2 22 .5 24 .1%
R EALIZATIO N  % 66.0% 68.0% 66.9% 62.5% 64.4%
R ECO VERY % 78.9% 74.4% 70.5% 74.1% 70.7%
STALE P R O D U C T % 41.6% 40.2% 37.7% 41.1% 43.2% y
TABLE 5. COMPARATIVE ANALYSIS OF THRIFTSHOP OPERATIONS
(FISCAL YEARS 19 9 0  THROUGH 1994, YEAR TO DATE THROUGH 3rd  QUARTER, AS A PERCENTAGE OF G R O S S  SALES/NET SALES)
A c c o u n t D esc rip tion AC C T FY90 %  Of FY91 %  Of FY92 %  Of FY93 %  o f F Y 94 %  o f
# 3rd QTR GS /N S 3rd QTR G S /N S 3rd QTR G S /N S 3rd QTR G S /N S 3rd QTR G S /N S
R etail S to re  Sales 3561 $ 4 ,156 ,0 100.0% $4,373.1 100.0% $4,237 .6 100.0% $ 4,426 .3 100.0% $ 4 ,5 42 .0 100.0%
M a rkd o w n s 3562 90.2 2.2% 132.2 3.0% 149.4 3.5% 136.3 3.1% 132.8 2.9%
Cash Over (S hort) 3563 10.6 0.3% 0.8 0.0% 4.9 0.1% 15.0 0.3% 0.4 0 .0%
C ash D isco u n ts 3564 55,9 1.3% 70.0 1.6% 66,1 1.6% 67.8 1.5% 96.2 2.1%
Inven to ry  (G a ln )/Lo ss 3565 457.1 11.0% 419.7 9.6% 183.5 4.3% 413.2 9.3% 439,1 9 .7%
NET R ETAIL SALES 3570 $3,542 .2 100.0% $ 3,750 .4 100.0% $3.833 .7 1 00.0% $ 3,794 .0 100.0% $ 3 ,8 73 .5 1 00.0%
R ou te  R eturns  25%
R etu rned  G ds Rec 
R e turned  G ds Del 
C rip p le s  & E xcess 
Fresh S upp  P rod  
Fresh S upp  T rans  In 
Long  S he lf L ife 
O u ts id e  Purch  Retail 
C O ST OF SALES 
Less: H og  Feed @ 25%  
TO T A L  C O STS 
G R O SS PROFIT
S u p e rv is ion  S tores 
Retail C le rk  W ages  
O the r S tore  W a g e s  
U tilitie s  -  S to res  
M ise  Retail Exp 
S tore  S a les P ro m o  
B u ild in g  R epa irs  
R en t
T ru c k  S to ra g e  C re d it 
P ro p e rty  ins u ra n c e  
P ro p e rty  Taxes 
S u n d ry  W a g e  C osts 
W o rk m e n 's  C om p . -  Retaii 
D ep re c ia tio n  -  S to re  
F re ig h t C os t 
P ayro ll F r in g e  
S tore  E xp e n se  C red it 
STORE E X P E N S E S  
NET PROFIT (LO SS)
R tns less  fe e d  @ 25%
NET R ETA iL C O N TR IB U TIO N  
REALIZATIO N  %
RECO VERY %
STALE PR O D UC T %
7333 543.0 15.3% 535.9 14.3% 519.6 13.6% 613 .3 16,2% 628.0 16.2%
5332 0,0 0.0% 0.0 0.0% 0.0 0 .0% 0.0 0 .0% 0.0 0 .0%
5335 0.0 0.0% 0.0 0.0% 0.0 0.0% 0.0 0.0% 0.0 0 .0%
5309 35.3 1.0% 38.2 1.0% 19.3 0.5% 21.8 0 .6% 2 7.2 0 .7%
5307 960.2 27.1% 937.0 25.0% 969.4 25.3% 999.4 26.3% 949.0 24.5%
5308 131.1 3.7% 119.2 3.2% 162.8 4.2% 169.9 4.5% 195,1 5 .0%
5301 46.4 1.3% 99.0 2.6% 125,6 3,3% 82.2 2 .2% 44.7 1.2%
5331 306.0 8.7% 379,3 10.1% 419.3 10.9% 490 .6 12.9% 420.7 10.9%
7332 $2,024 .0 57.1% $ 2,108 .6 56.2% $2,216 .0 57.8% $2,377 .2 62.7% $ 2 ,2 64 ,7 58.5%
7345 124.4 3.5% 149.5 4.0% 167.3 4.4% 175,0 4 .6% 189.5 4 .9%
7334 $1,899 .6 53.6% $1,959.1 52.2% $2,048 .7 53.4% $ 2,202 ,2 58.0% $ 2,075 .2 53,6%
7335 $1 ,642 .6 46.4% $ 1,791 .3 47.8% $ 1,785 .0 46.6% $ 1 ,5 91 ,8 42.0% $ 1 ,7 98 .3 46.4%
6301 25.5 0.7% 27.6 0.7% 25.8 0 .7% 28,7 0 .8% 33,5 0 ,9%
6302 492.5 13.9% 508.0 13.5% 531,0 13.9% 579 ,9 15.3% 582 .3 15.0%
6303 5.6 0.2% 3.0 0.1% 1.8 0 .0% 2,1 0 .1% 2.0 0 .1%
6306 56.6 1,6% 61.6 1.6% 85.6 2 .2% 121.2 3,2% 123.2 3 ,2%
6308 67.3 1.9% 51,7 1,4% 59.6 1,6% 33.5 0.9% 13.2 0 ,3%
6309 20.8 0.6% 20.8 0.6% 18.6 0 .5% 11.7 0,3% 45,1 1,2%
6310 10.7 0.3% 30,6 0.8% 28.2 0 .7% 19.6 0.5% 2 1.0 0 ,5%
6312 187.7 5.3% 199.8 5.3% 211,5 5.5% 238.8 6 3 % 242.2 6 .3%
6313 0.0 0.0% 0,0 0.0% 0.0 0 .0% 0.0 0.0% 0.0 0 .0%
6320 0.0 0.0% 0.0 0.0% 0.0 0 .0% 0.0 0.0% 0.0 0 .0%
6321 11.6 0.3% 11.6 0.3% 11.6 0 ,3% 11.6 0.3% 11.6 0 .3%
6344 19.6 0.6% 25.1 0.7% 36.3 0 ,9% 30.3 0.8% 16.9 0 .4%
6346 5.4 0.2% 6.0 0.2% 11.0 0 ,3% 12.0 0.3% 32.8 0 .8%
6350 16.2 0.5% 10.5 0.3% 16.2 0 .4% 18.0 0.5% 22.8 0,6%
6355 2.8 0.1% 0.0 0.0% 0.0 0 .0% 0.0 0.0% 0.0 0.0%
6367 305.9 8.6% 300.4 8.0% 292.1 7 ,6% 308 .9 8.1% 306.2 7.9%
6369 (136.5) - 3 .9 % (158.9) -4 ,2 % (179.2) -4 .7 % (190.2) - 5 .0 % (175,3) - 4 .5 %
6370 $1,091 .7 30.8% $1,097 .8 29.3% $1,150.1 30.0% $1,226.1 32.3% $1,2 77 .5 3 3 .0 %
7337 $550 .9 15.6% $693 .5 18.5% $634 .9 16.6% $365 .7 9.6% $520 .8 13.4%
7338 453.9 12.8% 424.6 11.3% 371.6 9.7% 460.1 12,1% 465.7 12.0%
7339 $1,004 .8 28.4% $1,118.1 29.8% $1,006 .5 26.3% $825 .8 21,8% $986 .5 2 5 .5 %
64.8% 67,4% 67.0% 61.6% 6 4.4 %
78.5% 74.0% 69.0% 72.4% 71.1%
42.3% 41.3% 37.7% 41.2% 43.6% w
00
TABLE 6. RATIO ANALYSIS OFTHRIFTSHOP OPERATIONS
(4th QUARTER OF F IS C A L 1993; 1st, 2 nd  A N D  3rd Q U AR TER S OF F IS C A L 1 9 9 4
A c c o u n t  D e s c r ip t io n P i t  .9 3 P 1 2 .9 3 P 1 3 .9 3 P I  9 4 P 2 .9 4 P 3 .9 4 P 4 .9 4 P S .94 P 6 .9 4 P 7 .9 4 P 8 .9 4 P 9 .9 4 P 1 0 .9 4 T o ta l
R etaii S to re  Sales 120.3 111,8 114,8 115.9 117,1 119.7 112.3 118.1 113.8 118.9 123.1 117.1 117,9 117.0
M a rk d o w n s 3.1 2.8 3.8 3.3 4,2 2.9 2,9 3.4 2.7 3.4 4.3 3.8 3,5 3,4
C ash Over (S hort) 0 .2 0.2 0 .0 0.0 0,1 (0.3) 0,1 0 .0 0.0 0.1 0.0 0.0 0.0 0 ,0
C ash D isco u n ts 1,7 2 .0 3.2 2.3 2.2 3,2 2,1 2.3 3.4 2.1 2.1 2.3 2.8 2.5
Inven to ry  (G a in )/Loss 15.2 6.8 7.8 10.3 10 .6 13.8 7,2 12.4 7.6 13.3 16.7 11,0 11,7 10.9
NET R ETAIL SALES 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100,0 100.0 100.0 100,0 100.0
R ou te  R e tu rn s  25%
R eturned  G ds Rec 
R e turned  G ds Del 
C rip p le s  & E xcess 
F resh  S u p p  P rod  
Fresh S u p p  T rans In 
Long  S he lf L ife 
O u ts id e  P urch  R etail 
C O S T OF SALES 
Less: H og  Feed @ 25%  
T O T A L  C O S TS  
G R O SS PR O FIT
S u p e rv is ion  S tores 
R eta il C le rk  W a g es  
O ther S to re  W a g e s  
U tilitie s  — S to re s  
M ise  R eta il Exp 
S to re  S ales P ro m o  
B u ild in g  R ep a irs  
R en t
T ru c k  S to ra g e  C red it 
P ro pe rty  In su ra nce  
P ro pe rty  Taxes 
S u n d ry  W a g e  C osts  
W o rk m e n ’s C o m p . -  Retail 
D e p re c ia tio n  -  S to re  
F re ig h t C o s t 
P ayro ll F r in g e  
S tore  E x p e n s e  C red it 
STORE E X P E N S E S  
N ET PR O FIT (LO SS)
R tns less fe e d  @ 25%
NET R E TA IL  C O N TR IB U TIO N
16.7 15,1 13.3 15.3 15.8 15.6 16,4 17.5 14.4 17.2 17,4 17.1 15,9 15.9
0.0 0,0 0.0 0.0 0.0 0.0 0,0 0.0 0.0 0 .0 0 .0 0.0 0.0 0 .0
0,0 0.0 0.0 0.0 0.0 0,0 0,0 0.0 0.0 0 .0 0 .0 0.0 0.0 0 .0
0,5 0.6 0.5 0.6 0.5 0.5 0,6 0.7 0.6 1.2 0 .7 0.8 1.1 0 .7
25.5 2 5 .6 24.7 25.9 26.3 25,5 24,6 21.1 23.0 24.4 2 5 .3 22.6 26.2 24.7
4,5 5.2 4.0 5,7 4.1 5.7 5,4 4.6 5.9 5.4 3 .9 4.9 4,4 4 .9
1,7 0.8 1.1 1.3 0.9 0.9 1,1 1.0 1.5 1.6 1.5 0.9 1.0 1.2
14,3 13.9 11.2 16.2 13.9 12,7 9,3 7.5 9.4 9 3 9.2 8,1 11.6 11.4
63,2 61.2 54.8 65.1 61.5 6 0 .8 57.3 52.4 54.9 5 9 .0 58.1 54.4 60,2 58.7
3.5 2.9 3.0 3.9 4.4 4,2 5,2 5.5 4.2 6.3 6.6 4.8 4,5 4 .5
59,7 5 8 .3 51.8 6 1 .3 57.0 5 6 6 52.1 46.9 50.7 5 2 .7 5 1 .5 4 9 .6 55,8 54.2
40,3 4 1 .7 48.2 38,7 43.0 4 3 ,4 47.9 53.1 49.3 4 7 .3 4 8 .5 SO.4 44.2 4 5 .8
0.8 0.8 0.5 0.9 1.0 0,7 0.7 0.7 0.7 1.7 0 .7 0 .8 0.8 0.8
16.0 16.1 12.4 13.3 13.1 14,2 14.0 15.2 15.1 16.5 16.7 16.5 16,9 14.9
0.1 0.1 0.0 0.0 0.0 0.0 0.1 0.0 0.1 0.1 0.1 0.1 0,1 0,1
3.2 3.1 2.3 2.1 2.5 2,5 3.7 2,7 3.6 3.4 6.1 4.5 1,3 3.1
1.4 0.8 (0.3) 0 .7 0 .5 (0.9) 1.0 1,9 (1.2) 1.0 0 .0 0 .5 (0,1) 0,4
0.2 0.0 0.4 1.1 0.9 1,8 0.6 0,7 2.2 0.7 1.0 0 .9 1,5 0 .9
2.2 0.5 0.2 0.0 0.9 0.2 0.0 0,7 0.6 0.0 1.0 1.6 0.4 0.6
7.6 7.2 5.9 6.5 6.1 6.5 6.7 6,7 6.8 7.6 (0.2) 7 .3 7 .5 6 ,4
0.0 0,0 0.0 0.0 0.0 0,0 0.0 0,0 0.0 0.0 0 .0 0 .0 0,0 0 ,0
0.0 0,0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0 .0 0 .0 0.0 0 ,0
0.3 0.3 (1.1) 0.3 0 .3 0,3 0.3 0.3 0.3 0.3 0.4 0 .3 0.3 0,2
0.6 0.5 0.8 0.5 0.7 0.6 0.6 0.3 0.2 0.3 0 .4 0.2 0.4 0,5
0.3 0.3 0.3 1.0 0.9 1.0 1.0 1.0 1.0 1.2 1.3 0 ,0 0 .0 0.7
0.5 0.5 0.4 0.5 0.5 0,5 0.6 0.6 0.6 0.6 0 .7 0 .6 0 .6 0.6
0.0 0,0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0 .0 0 .0 0 .0 0 .0 0.0
8.4 7.9 1.5 7.5 7.1 7,4 7.6 7.5 7.6 8.8 9 .5 8.3 8 .6 7.4
(6.2) (5,0) (3.8) (3.9) (4.4) (4.1) (4 .2) (4.6) (4.3) (5.1) (2,7) (6,1) (5.8) (4.6)
35.5 33.2 19.3 30.6 30.2 3 0 ,7 32.7 33.8 33.3 37.1 3 4 ,9 35 ,6 3 2 .5 3 1 ,9
4.8 8 .5 2 8.9 8.1 12.7 12,7 15.2 19.3 16.0 10.3 13.6 14,8 1 1.8 13.9
13.8 12.8 10.8 12.0 11.8 11,9 11.7 12.6 10.9 12,1 11.6 13,1 12.5 12.1
18.6 2 1.3 3 9.7 20.2 24.6 2 4 ,5 26.9 3 2.0 26.9 22 3 25.1 27 ,9 24.3 2 6 .0
K)
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TABLE 7. TREND REPORT O F THRIFTSHOP OPERATIONS
(LAST PERIOD O F  3rd  QUARTER AND 4th QUARTER O F  FISCAL 1993; 1 St QUARTER O F  FISCAL 1994)
A c c o u n t  D e s c r ip t io n P I  0 .9 3 P 1 1 .9 3 P i  2 .9 3 P I  3 .9 3 P I . 9 4 P 2 .9 4 P 3 .9 4 T o ta l A v e ra g e R a t io s
R e ta il S to re  S a le s 407.1 4 2 7 .5 4 1 8 .8 529.1 481 .7 5 2 0 .3 5 0 7 .5 3 ,2 9 2 .0 4 7 0 .3 116 .3%
M a rk d o w n s 11.9 1 1.2 10.6 1 7.5 13.5 1 8 .6 12.2 9 5 .5 13.6 3 .4 %
C a s h  O v e r (S h o rt) 1 .9 0 .8 0 .6 (0.2) 0 .2 0 .4 (1 .1 ) 2 .6 0 .4 0 .1 %
C a s h  D is c o u n ts 6 .2 6.1 7 .7 14.8 9 .4 9 .8 13.8 6 7 .8 9 .7 2 .4 %
In v e n to ry  (G a in )/L o s s 3 0 .6 5 3 .9 2 5 .5 3 6 .0 4 2 .8 4 7 .2 5 8 .6 2 9 4 .6 42.1 1 0.4%
N E T  R E TA IL  SALES $ 35 6 .5 $ 35 5 .5 $ 37 4 .4 $ 461 .0 $ 415 .8 $ 444 .3 $ 42 4 .0 $ 2 ,8 31 .5 $ 4 0 4 .5 100.0%
R o u te  R e tu rn s  2 5% 6 0 .3 5 9 .5 5 6 .7 6 1 .4 6 3 .6 7 0 .2 6 6 .2 4 3 7 .9 6 2 .6 1 5.5%
R e tu rn e d  G d s  R e c 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
R e tu rn e d  G d s  D el 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
C r ip p le s  &  E xc e s s 1 .6 1 .9 2 .2 2.1 2 .6 2 .0 1.9 14.3 2 .0 0 .5 %
F re s h  S u p p  P ro d 8 5 .7 9 0 .7 9 5 .8 1 14.0 107 .8 116 .9 1 07 .9 7 1 8 .6 1 02 .7 2 5 .4 %
F re s h  S u p p  T ra n s  In 19.1 15.9 19.5 18.5 2 3 .9 18.2 24.1 139 .2 19.9 4 .9 %
L o n g  S h e lf L ife 3 .4 6 .0 2.9 5.2 5 .5 3 .9 3 .7 3 0 .6 4 .4 1 .1%
O u ts id e  P u rc h  R e ta il 54.1 5 0 .7 5 2 .2 5 1.5 6 7 .5 61 .8 5 3 .9 3 9 1 .7 5 6 .0 1 3 .8 %
C O S T  O F SA LE S $ 2 2 4 .2 $ 224 .7 $ 229 .3 $ 252 .7 $ 270 .9 $ 273 .0 $257 .7 $ 1 ,7 3 2 .5 $ 24 7 .5 6 1 .2 %
Less; H o g  Fe e d  @  25% 13.2 12.5 10.9 13.6 16.1 19.7 17.7 1 03 .7 14.8 3 .7 %
T O T A L  C O S TS $211 .0 $ 21 2 .2 $ 218 .4 $239.1 $ 254 .8 $ 253 .3 $240 .0 $ 1 ,6 2 8 .8 $ 23 2 .7 5 7 .5 %
G R O S S  P R O FIT $14 5 .5 $ 14 3 .3 $ 1 5 6 .0 $221 .9 $ 161 .0 $ 191 .0 $184 .0 $ 1 ,2 0 2 .7 $171 .8 4 2 .5 %
S u p e rv is io n  S to re s 2 .9 2 .9 2 .9 2.1 3 .6 4 ,4 2.9 2 1 .7 3.1 0 .8 %
R eta il C le rk  W a g e s 5 7 .6 5 6 .8 6 0 .3 57.3 5 5 .5 58.1 60.1 4 0 5 .7 5 8 .0 14.3%
O th e r S to re  W a g e s 0 .2 0 .2 0 .3 0.2 0 .2 0 .2 0 .2 1.5 0 .2 0 .1 %
U tilitie s  — S to re s 17.7 11.5 11.7 1 0 .8 8 .7 1 1 .2 10.7 8 2 .3 11 .8 2.9%
M ise  R e ta il E xp 3 .9 4 .9 3.1 (1.5) 3 .0 2.2 (3 .7) 11.9 1 .7 0 .4 %
S to re  S a le s  P ro m o 2.9 0 .6 0 .0 1.7 4 .8 4.0 7 .7 21.7 3.1 0 .8 %
B u ild in g  R e p a irs 0 .8 8 .0 2 .0 0 .8 0.1 4.1 1.0 16.8 2 .4 0 .6 %
R e n t 27.1 27.1 27.1 27.1 27.1 27.1 27.5 190.1 2 7 .2 6 .7 %
T ru c k  S to ra g e  C re d it 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
P ro p e rty  In s u ra n c e 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
P ro p e rty  T a xe s 1 .2 1.2 1.2 (5.2) 1.2 1 .2 1.2 2 .0 0 .3 0 .1 %
S u n d ry  W a g e  C o s ts 2 .6 2 .3 1.8 3 .5 1.9 3.3 2.6 18.0 2 .6 0 .6 %
W o rk m e n ’s C o m p . — R eta il 1 .2 1 .2 1.2 1.2 4.1 4.1 4.1 17.1 2 .4 0 .6 %
D e p re c ia t io n  — S to re 1 .8 1 .8 1.8 1 .8 2.3 2.3 2.3 14.1 2 .0 0 .5 %
F re ig h t C o s t 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
P a y ro ll F r in g e 30.1 2 9 .9 29.6 6 .7 3 1 .0 31 .6 3 1 .2 190.1 27 .2 6 .7 %
S to re  E x p e n s e  C re d it (20 (22.0) ( ie .6 ) (17.7) (16.3) (19.4) (17.4) (132.0) (1 8.9) - 4 .7 %
S TO RE E X P E N S E S $1 29.4 $ 12 6 .4 $ 12 4 .4 $ 8 8 .8 $12 7 .2 $ 134 .4 $13 0 .4 $ 86 1 .0 $ 1 2 3 .0 3 0 .4 %
N E T P R O FIT  (LO S S ) $16.1 $1 6 .9 $ 3 1 .6 $133.1 $3 3 .8 $ 5 6 .6 $ 5 3 .6 $ 341 .7 $ 4 8 .8 12.1%
R tn s  le s s  fe e d  @  25% 4 8 .7 4 8 .9 4 8 .0 4 9 .9 50.1 5 2 .5 50.4 3 4 8 .5 4 9 .8 12.3%
N ET R E TA IL  C O N T R iB U T lO N $ 6 4 .8 $ 6 5 .8 $ 7 9 .6 $183 .0 $ 8 3 .9 $109.1 $10 4 .0 $ 69 0 .2 $ 9 8 .6 2 4 .4 %
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TABLE 8. TREND REPORT O F THRIFTSHOP OPERATIONS
(2nd  AND 3 r d  QUARTERS O F  FISCAL 1993)
A c c o u n t  D e s c r ip t io n P 4 .9 3 PS .93 P 6 .9 3 P 7 .9 3 P 8 .9 3 P 9 .9 3 P i  0 .9 3 T o ta l A v e ra g e R a t io s
R e ta il S to re  S a le s $ 4 7 3 .3 $ 44 7 .5 $ 425 .3 $ 43 4 .3 $38 9 .7 $ 43 3 .8 $407.1 $3.011 O $430.1 117 .7%
M a rk d o w n s 12.0 14.0 12.0 1 1.7 12.0 26.5 11.9 100.1 1 4 .3 3 .9 %
C a s h  O v e r (ShorQ 0 .9 2 .6 1 .7 1 .0 1.3 2 .5 1.9 1 1 .9 1 .7 0 .5 %
C a s h  D is c o u n ts 6 .3 6 .4 6 .0 7 .6 5.6 8 .9 6.2 4 7 .0 6 .7 1 .8%
In v e n to ry  (G a in )/L o s s 5 5 .0 41 .0 26.8 4 6 .5 46.1 4 7 .2 3 0 .6 293 .2 41 .9 11.5%
N E T  R E TA IL  SALES $399.1 $ 38 3 .5 $37 8 .8 $ 36 7 .5 $ 32 4 .7 $ 34 6 .7 $ 35 6 .5 $ 2 ,5 5 8 .8 $ 3 6 5 .5 100 .0%
R o u te  R e tu rn s  25% 6 5 .8 6 6 .9 5 7 .5 5 9 .8 5 1 .5 6 1 .8 6 0 .3 4 2 3 .6 6 0 .5 16.6%
R e tu rn e d  G d s  R ec 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
R e tu rn e d  G d s  D el 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
C r ip p le s  &  E x c e s s 2.2 2.1 1.7 3 .2 1.9 2.3 1.6 15.0 2.1 0 .6 %
F re s h  S u p p  P ro d 107 .8 9 0  1 8 5 .9 9 0 .9 8 5 .9 87.1 8 5 .7 6 3 3 .4 9 0 .5 2 4 .8 %
F re s h  S u p p  T ra n s  In 15.4 18.3 18.3 22.0 10.6 16.2 19.1 1 19.9 17.1 4 .7 %
L o n g  S h e lf L ife 9 .3 6 .6 5.1 5.2 6 .3 3 .8 3 .4 3 9 .7 5 .7 1.6%
O u ts id e  P u rc h  R eta il 4 6 .9 49.1 6 0 .8 56.1 4 9 .8 4 7 .9 54.1 3 6 6 .7 5 2 .4 14.3%
C O S T  O F SA LE S $ 24 9 .4 $233.1 $ 229 .3 $237 .2 $ 206 .0 $219.1 $ 22 4 .2 $ 1 ,5 9 8 .3 $ 22 8 .3 6 2 .5 %
Less: H o g  F e e d  @  25% 20.1 2 2 .8 16.1 15.9 17.0 13.7 13.2 1 18.8 17.0 4 .6 %
T O T A L  C O S TS $ 22 9 .3 $ 2 1 0 .3 $ 21 3 .2 $221 .3 $ 18 9 .0 $ 205 .4 $21 1 .0 $ 1 ,4 7 9 .5 $21 1 .4 5 7 .8 %
G R O S S  P R O FIT $169 .8 $ 1 7 3 .2 $ 16 5 .6 $146 .2 $ 135 .7 $ 143 .3 $ 14 5 .5 $ 1 ,0 7 9 .3 $ 15 4 .2 4 2 .2 %
S u p e rv is io n  S to re s 3 .5 2 .7 2 .7 3 .2 2.1 2 .9 2.9 20.0 2 .9 0 .8 %
R eta il C le rk  W a g e s 5 7 .9 6 0 .0 6 0 .2 57.1 5 3 .4 6 1 .3 5 7 .6 4 0 7 .5 5 8 .2 15.9%
O th e r S to re  W a g e s 0 .2 0 .2 0 .2 0 .2 0 .2 0 .2 0 .2 1 .4 0 .2 0 .1 %
U tilitie s  — S to re s 12.5 10.1 10.5 11.0 21.1 8.7 17.7 91 6 13.1 3 .6 %
M ise  R e ta il E xp 4 .9 2 .3 3 .9 2 .4 4.1 4 .4 3 .9 25.9 3 .7 1 .0%
S to re  S a le s  P ro m o 0 .7 0 .7 2 .2 0 .7 0 .8 0 .9 2.9 8 .9 1.3 0 .3 %
B u ild in g  R e p a irs (1 .9) 1.1 (1.1) 3 .5 1.3 5 .3 0 .8 9 .0 1.3 0 .4 %
R e n t 2 6 .5 2 6 .5 27.1 2 7 .8 0 .0 27.1 27.1 162.1 2 3 .2 6 .3 %
T ru c k  S to ra g e  C re d it 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0.0 0 .0 0 .0
P ro p e r ty  In s u ra n c e 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0
P ro p e rty  T a xe s 1 .2 1 .2 1 .2 1.2 1.2 1.2 1 .2 8 .4 1 .2 0 .3 %
S u n d ry  W a g e  C o s ts 2 .7 2 .5 1.3 3 .8 3.8 3 .2 2 .6 19.9 2 .8 0 .8 %
W o rk m e n 's  C o m p . — R eta il 1 .2 1.2 1 .2 1 .2 1.2 1.2 1.2 8 .4 1.2 0 .3 %
D e p re c ia t io n  — S to re 1.8 1 .8 1 .8 1 .8 1.8 1.8 1.8 12.6 1.8 0 .5%
F re ig h t C o s t 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
P a y ro ll F r in g e 2 9 .5 3 0 .3 3 0 .5 3 1 .2 3 0 .8 3 0 .2 30.1 2 1 2 .6 3 0 .4 8 .3 %
S to re  E x p e n s e  C re d it (20.2) (17.0) (15.7) (21 .3) (9 9) (23.5) (20.6) (128 .2) (18.3) — 5 .0 %
S TO R E  E X P E N S E S $1 20.5 $1 23.6 $1 26.0 $ 123 .8 $ 1 1 1 9 $ 124 .9 $ 129 .4 $860.1 $ 12 2 .9 3 3 .6 %
N E T  P R O F IT  (LO SS) $ 4 9 .3 $ 4 9 .6 $ 3 9 .6 $ 2 2 .4 $ 2 3  8 $ 1 8 .4 $16.1 $ 21 9 .2 $ 3 1 .3 8 .6 %
R tn s  le s s  fe e d  @  25% 4 7 .9 4 6 .2 43.1 47.1 3 6 .4 50.4 4 8 .7 3 1 9 .8 4 5 .7 1 2 .5 %
N E T  R E TA IL  C O N T R IB U T IO N $ 9 7 .2 $ 9 5 .8 $ 8 2 .7 $ 6 9 .5 $ 60 .2 $ 6 6 .8 $ 6 4 .8 $ 539 .0 $ 7 7 .0 2 1 .1 %
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TABLE 9. TREND REPORT O F THRIFTSHOP OPERATIONS
(2 n d  AND 3 rd  QUARTERS O F  FISCAL 1994)
A c c o u n t  D e s c r ip t io n P 4 .9 4 P 5 .9 4 P 6 .9 4 P 7 .9 4 P 8 .9 4 P 9 .9 4 P I 0 .9 4 T o ta l A v e ra g e R a t io s
R e ta il S to re  S a le s 4 5 4 .5 4 6 8 .0 4 4 7 .7 4 1 8 .7 3 9 4 .9 4 2 8 .5 4 2 0 .2 3 ,0 3 2 .5 4 3 3 .2 1 17.1%
M a rk d o w n s 1 1 .9 13.4 10.8 12.1 13.7 14.0 12.6 8 8 .5 12.6 3 .4 %
C a s h  O v e r (S h o rt) 0 .5 0.1 0.1 0 .4 0 .0 0 .0 (0.1) 1 .0 0.1 0 .0 %
C a s h  D is c o u n ts 8 .3 9 .0 1 3 .5 7 .2 6 .9 8 .5 9 .9 6 3 .3 9 .0 2 .4 %
In v e n to ry  (G a in )/L o s s 29 .3 4 9 .3 29 .8 4 6 .9 5 3 .6 4 0 .2 4 1 .5 2 9 0 .6 41 .5 11 .2%
N E T  R E T A IL  SALES $ 40 4 .5 $396 .2 $ 39 3 .5 $352.1 $ 32 0 .7 $ 365 .8 $ 3 5 6 .3 $2.589.1 $ 36 9 .9 100 .0%
R o u te  R e tu rn s  2 5% 6 6 .3 6 9 .2 5 6 .8 6 0 .4 5 5 .8 6 2 .7 5 6 .5 4 2 7 .7 61 .1 16.5%
R e tu rn e d  G d s  R e c 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
R e tu rn e d  G d s  D el 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
C r ip p le s  &  E x ce ss 2 .3 2 .7 2 .5 4.1 2 .3 2.8 4 .0 20.7 3 .0 0 .8 %
F re s h  S u p p  P ro d 9 9 .5 8 3 .5 9 0 .6 8 5 .8 81.1 8 2 .6 9 3 .4 6 1 6 .5 88.1 2 3 .8%
F re s h  S u p p  T ra n s  In 2 2 .0 18.4 2 3 .2 18.9 12.6 18.1 15.7 128 .9 1 8 .4 5 .0 %
L o n g  S h e lf L ife 4 .3 4.1 5 .7 5.8 4 .8 3 .2 3 .7 3 1 .6 4 .5 1 .2%
O u ts id e  P u rc h  R eta il 3 7 .5 29.7 3 7 .0 32.7 2 9 .6 29.7 4 1 .3 2 3 7 .5 3 3 .9 9 .2 %
C O S T  O F  SALES $231 .9 $ 20 7 .6 $ 2 1 5 .8 $ 20 7 .7 $18 6 .2 $199.1 $ 2 1 4 .6 $ 1 ,4 62 .9 $ 20 9 .0 5 6 .5 %
Less: H o g  Fe e d  @  2 5% 21.1 2 1 .8 16.4 22.1 21 .1 17.6 16.0 136.1 19.4 5 .3 %
T O T A L  C O S TS $ 21 0 .6 $ 185 .8 $ 199 .4 $ 185 .6 $165.1 $ 181 .5 $ 1 9 8 .6 $ 1 ,3 26 .8 $ 18 9 .5 5 1 .2 %
G R O S S  P R O FIT $ 19 3 .7 $ 210 .4 $194.1 $ 166 .5 $ 1 5 5 .6 $ 184 .3 $15 7 .7 $ 1 ,2 62 .3 $ 18 0 .3 4 8 .8 %
S u p e rv is io n  S to re s 2 .9 2.9 2 .9 5 .8 2.3 3 .0 3 .0 22.8 3 .3 0 .9 %
R eta il C le rk  W a g e s 5 6 .8 60.1 59.6 58.1 5 3 .5 6 0 .3 6 0 .2 4 0 8 .6 5 8 .4 15.8%
O th e r S to re  W a g e s 0 .2 0 .2 0 .2 0 .2 0 .2 0 .2 0 .2 1.4 0 .2 0 .1 %
U tilitie s  — S to re s 15.1 10.5 14.4 11 .9 19.6 16.6 4 .5 9 2 .6 1 3 .2 3 .6 %
M ise  R eta il E xp 3 .9 7 .4 (4.8) 3 .5 0 .0 1.9 (0.2) 11.7 1.7 0 .5 %
S to re  S a le s  P ro m o 2.5 2 .6 8 .7 2.6 3 .3 3 .4 5 .5 28.6 4.1 1 .1%
B u ild in g  R e p a irs 0.1 3 .0 2.4 0.1 3.1 5 .9 1.3 15.9 2 .3 0 .6 %
R e n t 2 7 .2 2 6 .7 26.7 26.8 (0.5) 2 6 .8 26.8 160 .5 2 2 .9 6 .2 %
T ru c k  S to ra g e  C re d it 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
P ro p e rty  In s u ra n c e 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
P ro p e rty  T a xe s 1 2 1 .2 1 .2 1 .2 1.2 1.2 1 .2 8 .4 1 .2 0 .3 %
S u n d ry  W a g e  C o s ts 2 .4 1 .3 0 .9 1 .1 1.3 0 .7 1 .3 9 .0 1.3 0 .3 %
W o rk m e n 's  C o m p . — R eta il 4.1 4.1 4.1 4.1 4.1 0 .0 0 .0 20.5 2 .9 0 .8 %
D e p re c ia t io n  — S to re 2.3 2.3 2 .3 2 .3 2.3 2.3 2.3 16.1 2.3 0 .6 %
F re ig h t C o s t 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %
P a y ro ll F r in g e 3 0 .7 2 9 .9 2 9 .7 3 0 .9 30.4 3 0 .3 3 0 .5 2 1 2 .4 3 0 .3 8 .2 %
S to re  E x p e n s e  C re d it (17.0) ( Aa .S i (17.0) (18.0) (6.7) (22.5) (20.8) (122.2) (17.5) -4 .7 %
S TO R E  E X P E N S E S $13 2 .4 $ 13 4 .0 $ 131 .3 $ 130 .6 $112.1 $130.1 $ 115 .8 $ 88 6 .3 $1 26.6 3 4 .2 %
N E T  P R O FIT  (LO S S ) $ 6 1 .3 $ 7 6 .4 $ 6 2 .8 $ 3 5 .9 $ 4 3 .5 $ 5 4 .2 $ 4 1 .9 $ 37 6 .0 $ 5 3 .7 1 4 .5 %
R tn s  le s s  fe e d  @  25% 4 7 .5 50.1 4 2 .9 4 2 .4 3 7 .0 4 7 .9 4 4 .5 3 1 2 .3 4 4 .6 12.1%
N E T  R E TA IL  C O N T R IB U T IO N $ 10 6 .8 $ 126 .5 $10 5 .7 $ 78 .3 $ 8 0 .5 $102.1 $ 8 6 .4 $688 .3 $ 9 8 .3 2 6 .6 %
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TABLE 10. COMPARATIVE ANALYSIS OF THRIFTSHOP OPERATIONS
(Y E A R  T O  D A T E  T H R O U G H  3 rd  Q U A R T E R  A N D  C O M P L E T E  F IS C A L  Y E A R S  1 991 A N D  1 9 9 4 )
A c c o u n t  D e s c r ip t i o n A C C T F Y 9 1 F Y 9 4 V a r ia n c e F Y 9 1 F Y 9 4 V a r ia n c e
# 3 r d  Q T R 3 r d  Q T R F Y 9 4  v s  FY91 A C T /B U D F Y 9 4  vs  FY91
R e ta il S to re  S a le s 3561 $ 4 ,3 73 .1 $ 4 ,5 4 2 .0 $ 1 6 8 .9 3 .9 % $ 5 ,6 5 5 .0 $ 5 ,9 0 0 .9 $ 2 4 5 .9 4 .3 %
M a rk d o w n s 3 5 6 2 1 3 2 .2 1 3 2 .8 — 0 .6 - 0 .5 % 1 7 6 .5 1 6 5 .5 1 1 .0 6 .2 %
C a s h  O v e r  (S h o r t) 3 5 6 3 0 .8 0 .4 0 .4 5 0 .0 % 0 .8 1.2 - 0 . 4 - 5 0 . 0 %
C a s h  D is c o u n ts 3 5 6 4 7 0 ,0 9 6 .2 - 2 6 . 2 - 3 7 . 4 % 91 .4 1 2 8 .3 - 3 6 . 9 - 4 0 . 4 %
In v e n to ry  (G a in ) /L o s s 3 5 6 5 4 1 9 .7 439 .1 - 1 9 . 4 - 4 .6 % 5 0 6 .3 541 .5 - 3 5 . 2 - 7 .0 %
N E T  R E T A iL  S A L E S 3 5 7 0 $ 3 .7 5 0 .4 $ 3 ,8 7 3 .5 $123 .1 3 .3 % $ 4 ,8 8 0 .0 $ 5 ,0 6 4 .4 $ 1 8 4 .4 3 .8 %
R o u te  R e tu rn s  2 5 % 7 3 3 3 5 3 5 .9 6 2 8 .0 - 9 2 .1 - 1 7 . 2 % 6 7 4 .3 8 1 4 .3 — 1 4 0 .0 - 2 0 .8 %
R e tu rn e d  G d s  R e c 5 3 3 2 0 .0 0 .0 0 .0 0 .0 % 0 .0 0 .0 0 .0 0 .0 %
R e tu rn e d  G d s  D e l 5 3 3 5 0 .0 0 ,0 0 .0 0 .0 % 0 .0 0 ,0 0 .0 0 .0 %
C r ip p le s  &  E x c e s s 5 3 0 9 3 8 .2 2 7 .2 1 1 .0 2 8 ,8 % 4 7 .6 36.1 1 1 .5 2 4 .2 %
F re s h  S u p p  P ro d 5 3 0 7 9 3 7 .0 9 4 9 .0 - 1 2 . 0 - 1 .3 % 1,228.1 1 ,237.1 - 9 . 0 - 0 .7 %
F re s h  S u p p  T ra n s  In 5 3 0 3 1 1 9 .2 195.1 - 7 5 . 9 - 6 3 . 7 % 1 6 3 .3 2 6 0 .7 - 9 7 , 4 - 5 9 .6 %
L o n g  S h e lf L ife 5301 9 9 .0 4 4 .7 5 4 .3 5 4 .8 % 1 3 1 .5 5 8 .2 7 3 .3 5 5 .7 %
O u ts id e  P u rc h  R e ta il 5331 3 7 9 .3 4 2 0 .7 - 4 1 . 4 - 1 0 . 9 % 4 8 6 .0 5 7 7 .9 - 9 1 . 9 - 1 8 .9 %
C O S T  O F S A LE S 7 3 3 2 $ 2 ,1 0 8 .6 $ 2 ,2 6 4 .7 ($ 1 5 6 .1 ) - 7 .4 % $ 2 ,7 3 0 .8 $ 2 ,9 8 4 .3 ($ 2 5 3 .5 ) - 9 .3 %
L e s s : H o g  F e e d  @  2 5 % 7 3 4 5 1 4 9 .5 1 8 9 .5 4 0 .0 2 6 .8 % 1 8 4 .5 2 4 9 .5 6 5 .0 3 5 .2 %
T O T A L  C O S T S 7 3 3 4 $1 ,959.1 $ 2 ,0 7 5 .2 ($1 16.1 ) - 5 . 9 % $ 2 ,5 4 6 .3 $ 2 ,7 3 4 .8 ($ 1 8 8 .5 ) - 7 .4 %
G R O S S  P R O F IT 7 3 3 5 $1 ,791 .3 $ 1 ,7 9 8 .3 $ 7 .0 0 .4 % $ 2 ,3 3 3 .7 $ 2 ,3 2 9 .6 ($ 4 .1 ) - 0 .2 %
S u p e rv is io n  S to re s 6 30 1 2 7 .6 3 3 .5 - 5 . 9 - 2 1  .4% 3 5 .8 4 3 .6 - 7 . 8 - 2 1 . 8 %
R eta il C le rk  W a g e s 6 3 0 2 5 0 8 .0 5 8 2 .3 - 7 4 . 3 - 1 4 . 6 % 6 6 4 .0 7 6 3 .0 - 9 9 . 0 -  1 4 .9 %
O th e r  S to re  W a g e s 6 3 0 3 3 .0 2 .0 1 O 3 3 .3 % 3 .6 2 .6 1 .0 2 7 .8 %
U tilit ie s  — S to re s 6 3 0 6 6 1 .6 1 2 3 .2 - 6 1 . 6 - 1 0 0 .0 % 8 0 .2 1 7 1 .6 - 9 1 . 4  --1  14 .0%
M is e  R e ta il E xp 6 3 0 8 5 1 .7 13.2 3 8 .5 7 4 .5 % 6 6 .7 3 0 .8 3 5 .9 5 3 .8 %
S to re  S a le s  P ro m o 6 3 0 9 2 0 .8 45.1 - 2 4 . 3 -  1 1 6 .8% 3 0 .2 61 .1 - 3 0 . 9  -- 1 0 2 .3 %
B u ild in g  R e p a irs 6 3 1 0 3 0 .6 2 1 .0 9 .6 31 .4% 5 2 .7 21 .9 3 0 .8 5 8 .4 %
R e n t 6 3 1 2 1 9 9 .8 2 4 2 .2 - 4 2 . 4 - 2 1 . 2 % 2 6 6 .9 3 24 .1 - 5 7 . 2 - 2 1 . 4 %
T ru c k  S to ra g e  C re d it 6 3 1 3 0 .0 0 .0 0 .0 0 .0 % 0 .0 0 .0 0 .0 0 .0 %
P ro p e r ty  In s u ra n c e 6 3 2 0 0 .0 0 .0 0 .0 0 .0 % 0 .0 0 .0 0 .0 0 .0 %
P ro p e r ty  T a x e s 6321 1 1 .6 1 1 .6 0 .0 0 .0 % 15.1 1 5 .6 - 0 . 5 - 3 .3 %
S u n d ry  W a g e  C o s ts 6 3 4 4 25.1 1 6 .9 8 .2 3 2 .7 % 3 2 .7 2 7 .3 5 .4 1 6 .5 %
W o rk m e n ’ s C o m p . -  R e ta ii 6 3 4 6 6 .0 3 2 .8 - 2 6 . 8 - 4 4 6 .7 % 7 .8 3 2 .8 - 2 5 . 0  --3 2 0 .5 %
D e p re c ia t io n  — S to re 6 3 5 0 1 0 .5 2 2 .8 - 1 2 . 3 - 1  17 .1% 1 9 .8 2 9 .9 - 1 0 .1 - 5 1 .0 %
F re ig h t  C o s t 6 3 5 5 0 .0 0 .0 0 .0 0 .0 % 0 .0 0 .0 0 .0 0 .0 %
P a y ro ll F r in g e 6 3 6 7 3 0 0 .4 3 0 6 .2 - 5 . 8 - 1 .9 % 3 7 9 .4 4 0 3 .3 - 2 3 . 9 - 6 .3 %
S to re  E x p e n s e  C re d it 6 3 6 9 (1 5 8 .9 ) (1 7 5 .3 ) 1 6 .4 1 0 .3 % (2 1 7 .4 ) (2 1 6 .1 ) - 1 3 - 0 .6 %
S T O R E  E X P E N S E S 6 3 7 0 $ 1 ,0 9 7 .8 $ 1 ,2 7 7 .5 ($ 1 7 9 .7 ) - 1 6 .4 % $1 ,4 3 7 .5 $ 1 ,7 1 1 .5 ($ 2 7 4 .0 ) - 1 9 .1 %
N E T  P R O F IT  (L O S S ) 7 3 3 7 $ 6 9 3 .5 $ 5 2 0 .8 ($ 1 7 2 .7 ) - 2 4 .9 % $ 8 9 6 .2 $ 618 .1 ($ 2 7 8 .1 ) - 3 1 .0 %
R tn s  le s s  fe e d  @  2 5 % 7 3 3 8 4 2 4 .6 4 6 5 .7 41 .1 9 .7 % 5 3 7 .4 6 0 4 .4 6 7 .0 12 .5 %
N E T  R E T A IL  C O N T R IB U T IO N 7 3 3 9 $1,1 18.1 $ 9 8 6 .5 ($ 1 3 1 .6 ) - 1 1 .8 % $1 ,4 3 3 .6 $ 1 ,2 2 2 .5 ($21 1.1) - 1  4 .7 %
R E A L IZ A T IO N  % 6 7 .4 % 6 4 .4 % 6 8 .0 % 6 4 .4 %
R E C O V E R Y  % 7 4 .0 % 7 1 .1 % 7 4 .4 % 7 0 .7 %
S T A L E  P R O D U C T  % 4 1 .3 % 4 3 .6 % 4 0 .2 % 4 3 .2 %
1. Financial Summary
The first financial statement is a comparison of the income statements for the thriftshop 
operations of the last five fiscal years. The 1994 fiscal year is a combination of actual 
data through the first ten periods with the remaining three periods being estimated and 
projected based on past historical results. The next report compares the first three 
quarters of each year. This was done to reflect the time period of the study, which began 
with the fourth quarter of fiscal 1993 and concluded with the third quarter of fiscal 1994. 
Following this is a report that compares the expenses as a percentage of net retail sales 
for each year. This is also done for each year through the third quarter on the next 
report. A ratio analysis report by period was devised for the fourth quarter of 1993 
through the third quarter of 1994. This was done to compare the percentage of outside 
purchases expense to net sales after an accounting error was discovered towards the end 
of the first quarter of 1994 and corrected. It is also helpful for looking at the other 
expenses such as the sales promotion account, as it was during the study that the new 
coupon contests were started.
I have included three trend analysis reports that cover the time frame of the study from 
the spring of fiscal 1993 through spring of fiscal 1994. This would take into account the 
individual accounting periods for the time before and after the accounting change and 
other adjustments were made. And finally there is a comparative analysis of fiscal 1991 
and fiscal 1994. As was stated earlier, fiscal 1991 showed the largest return on net retail 
sales and is thereby a good measuring device for fiscal 1994’s return.
In looking at the sales trends, the total increase in sales from the high in fiscal 1991 to
34
35
the projection for fiscal 1994 is only 4.3 percent. Over this four-year time span the 
increase was most likely due to price increases that were taken during this time. The 
Customer Count And Sales Per Customer Analysis on the next page is probably a better 
gauge of any actual increase in sales. The cost of sales points toward two variables that 
would immediately put any reduction directly to the profit line - cash discounts and 
inventory (gain) /loss. The cash discounts are a product of the promotions that are run 
and can thereby be more controlled. But the increase in these discounts has gone steadily 
up each year from being 1.4 percent of gross store sales in 1990 to 2.2 percent in 1994. 
This would indicate that much of our increase in gross sales is due to price discounting 
through promotions. The inventory (gain)/loss is also more controllable through accurate 
physical inventories within each store. However, accounting for inventory changes due 
to pricing changes has proved to be another matter. Therefore, this figure has been taken 
to be an indicator of the effects of any adjustments made to the thriftshop pricing 
structure.
The increase in the cost of route returns is attributable to two sources - 1) any price 
increase on the plant wholesale pricing structure, and 2) any increase or decrease in the 
route returns incurred by the route sales in response to competition and due to marketing 
efforts. The cripples and excess cost is also a product of route sales production, and like 
route returns, is not subject to being controlled by the thriftshops. However, both of 
these expenses will directly affect the amounts of fresh products ordered by each 
individual thriftshop. By monitoring the route returns and cripple and excess products, 
each thriftshop is able to order only as much product as needed to supplement sales. The
TABLE 11. CUSTOMER COUNT AND SALES PER CUSTOMER ANALYSIS
(FISCAL YEARS 1990 THROUGH 1994 BY PERIOD)
PERIOD # FY90 FY91 FY92 FY93 FY94
CUSTOMER SALES PER CUSTOMER SALES PER CUSTOMER SALES PER CUSTOMER SALES PER CUSTOMER SALES PER
PER PERIOD CUSTOMER PER PERIOD CUSTOMER PER PERIOD CUSTOMER PER PERIOD CUSTOMER PER PERIOD CUSTOMER
1 85,068 $4.34 85,540 $4.49 85,444 $4.70 88,748 $4.54 91,112 $4.56
2 79,772 $4.35 83,992 $4.66 86,264 $4.80 94,200 $4.56 95,060 $4.67
3 84,608 $4.29 87,720 $4.37 83,292 $4.61 90,696 $4.44 93,372 $4.54
4 85,544 $4.17 80,292 $4.56 82,928 $4.63 88,772 $4.49 88,112 $4.59
5 84,900 $4.26 83,620 $4.55 83,544 $4.60 84,968 $4.51 87,516 $4.53
6 84,104 $4.31 88,872 $4.54 85,548 $4.78 84,660 $4.48 86,876 $4.53
7 86,740 $4.27 81,452 $4.62 78,616 $4.78 85,172 $4.31 78,292 $4.50
8 75,652 $4.42 72,644 $4.65 75,668 $4.71 73,944 $4.39 72,848 $4.40
9 78,428 $4.19 80,916 $4.49 80,980 $4.51 82,972 $4.20 82,148 $4.45
10 80,080 $4.35 80,736 $4.50 80,300 $4.48 81,872 $4.35 78,704 $4.53
11 84,116 $4.28 83,028 $4.42 81,640 $4.33 83,500 $4.26 84,292 $4.45
12 86,400 $4.25 79,896 $4.51 87,096 $4.34 86,964 $4.31 82,232 $4.59
13 85,676 $4.39 86,180 $4.67 87,432 $4.60 102,764 $4.49 87,240 $4.72
AVERAGE 83,161 $4.30 82,684 $4.54 82,981 $4.61 86,864 $4.41 85,217 $4.54
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major drawback is that the thriftshop is unable to project the amount of route returns that 
will be received on any given day. If a white bread promotion was just completed by 
route sales, the amount of return product will be substantial as compared to a normal 
sales week. The thriftshops must monitor these promotions and attempt to order for 
approximately two days in advance of receiving the route returns. Only experience and 
trends can help in making the order as accurate as possible.
The areas that show the greatest growth are in fresh supplement transferred in and 
outside purchases. From 1991 to 1994 these accounts grew by $97,400 and $91,900 
respectively. There was a decrease of $73,300 in long shelf life products. Since long 
shelf life products and transfer in products both come from sister plants this indicates 
only a net small increase in transferred-in products. The increase in outside purchases 
has been to supplement for products that the customer would not otherwise be able to 
purchase in the thriftshop. The question then becomes whether or not a customer would 
buy a bread or sweetgood that was a return or fresh supplement product if the 
comparable outside purchase product was not available. If the customer would buy in the 
absence of an outside purchase item, this in turn could lower the amount of hogfood of 
the purchased product and have a greater contribution to the bottom line. At present the 
thriftshops believe that the customer would not buy at all in the absence of a desired 
product, which in turn reduces the sales-per-customer total. Some of the information 
gathered in the survey may shed more light on this issue. While the amount of hogfood 
subtracted from the cost of sales has risen and lowered the total costs figure, this gain 
is of no consequence, as it is lost and becomes a greater expense when the total is
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subtracted from route returns to figure the net retail contribution.
Investigating the direct store expenses uncovers many areas of increases. Initially, it 
should be realized that during this time period a new thriftshop was opened in the sixth 
period of fiscal 1991. This contributed to the overall increase in expenses. Wages, 
utilities, promotions, rent, and worker’s compensation have all gone up dramatically. 
Wages for the Retail Manager have increased primarily due to the payment of a bonus 
to him for exceeding budget projections during various quarters of the fiscal years. The 
clerks’ wages are tied to the contractual increases of the unionized clerks in the Billings, 
Montana, stores. Utilities have increased 114 percent from 1991 to 1994. The increase 
in utility bills, janitorial expenses, and the like have all contributed to this steep increase. 
Likewise sales promotions to increase customer counts have contributed to the 102.3 
percent increase in sales promotions expense. Rent also has seen an increase due to many 
of the thriftshop leases coming due during the time period. Since most of these leases 
were old, the new rents needed to be increased to continue leasing the location. The 
opening of the additional thriftshop also contributed to the increase. Worker’s 
compensation became more of a factor as there was an increase in accidents in the 
thriftshops. The depreciation expense increase was due to the remodeling of the various 
thriftshops. And payroll fringe expense increased primarily due to the increases in health 
insurance. All in all, expenses increased by 19.1 percent from fiscal 1991 to fiscal 1994.
It is of no wonder then that the overall profitability of the thriftshops declined in this 
time period. Were it not for the increase in the dollar value of the route returns added 
back to the net profit, the total retail contribution would have fallen 31 percent. Of
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further concern is the fact that the realization percentage has also fallen, indicating that 
we have become less efficient in selling what we have for sale.
2. Customer Sales Trends 
Probably the most alarming aspect of this analysis is that the sales per customer figure 
has not increased at all since fiscal 1991. Looking again at the Customer Count And 
Sales Per Customer Analysis report, fiscal 1992 shows a gain in sales per customer over 
1991. But in period nine of 1992 we were forced to lower the retail price on our white 
breads by six to sixteen cents and on our wheat breads by forty cents to meet the 
competitive promoting of these items by the major grocers. This is evidenced by the sales 
per customer figure for fiscal 1993 which ended Memorial weekend. We were able to 
raise the wheat breads back up ten cents in period ten of 1993, and we have attempted 
an increase on a handful of main white breads by increasing them ten cents in period ten 
of 1994. But only time will tell if we will be able to maintain this pricing structure. If 
the grocery chains begin to aggressively promote the white and wheat breads to where 
the customers again buy large volumes of the breads for their freezers, we will be forced 
to take competitive action to meet that pricing. The fact that pricing plays such a big part 
in thriftshop sales can be seen by the increase in customer counts during 1993 when the 
bread prices were low. With the increase in pricing in 1994, the counts have again 
deteriorated. This is why much of the promotional activity within and outside of the 
thriftshops is geared towards increasing, or at least maintaining, the customer count.
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3. Thriftshop Location Analysis
Thriftshop location is much more of a contemplated event than may be imagined. While 
in the past a thriftshop may have been located as more of a convenience for the routes 
or bakery, it is now being given as much thought as a grocer might give in locating a 
new grocery store. Certain attributes must exist for a thriftshop location to be of 
optimum value. Initially, the corporate retail manager will request a profile of the city 
and market area from a marketing information firm in Kansas City, Missouri. The ideal 
site would be approximately one mile from a supermarket and within a strip mall location 
with fabric stores, near a Walmart or Kmart, or in a limited business development area 
next to a residential area. The location needs to be in a high traffic area but not on a 
main street that may have traffic volume that would restrict entry to the parking lot. It 
should have a high visibility factor and allow our transport trucks to be able to maneuver 
next to the thriftshop easily to unload the product. Though it is seldom a concern in our 
market area, the roads accessing the thriftshop should not have low wires or any other 
obstructions that might prevent easy access to the location.
Interstate Brands Corporation does not like to own the building or location, which 
means that an existing facility must be found. Failing this, a realtor or an investor must 
be found who is willing to construct a building on a given spot and sign a long-term 
lease. In general the lots should be wide enough in front to accommodate several parking 
spots. The building may only need to be 2,400 square feet unless it also will house route 
trucks, which will necessitate a much larger building depending on the number of routes. 
One essential aspect of the location is that it not be near retail grocers so as to interfere
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with their business or, for that matter, with ours.
Once such a location is found, we will usually retrofit the existing building or have a 
building constructed to our specifications that we subsequently lease. We make every 
attempt to take advantage of the good frontage and traffic patterns, and make it very 
accessible for customers. But before any construction is begun I will run a pro forma 
profit and loss statement based on expected sales and customer counts. These figures are 
imputed into a break-even analysis to determine the period of time it would take to pay 
back the investment made into the location. As a rule the "payback" should not be more 
than two years, and we like to see it well under a year.
Taking all this into account has caused our thriftshops to be located in and out of some 
peculiar locations. On the following page is a chart that shows the location of our 
thriftshops in our Montana/Wyoming marketing area. At first glance it can be seen that 
we have at least one thriftshop in the major cities of each state. But then one begins to 
notice that certain other cities are missing. This becomes even more of a mystery when 
one looks at the customers per store and realizes that several cities exist in both states 
that have populations that could support a thriftshop. Our thriftshop location is initially 
governed by whether or not we believe the retail grocers within the city will retaliate by 
not stocking our branded and private label products in their stores. This is especially true 
in those areas where we are basically the only bread supplier in town. The question may 
be asked that if this is true, then why not put a thriftshop in the town anyway because 
where else will the grocers get their bread? In reality there is always a salesman from 
the competition making sales calls at the major grocers in the major towns, and he
TABLE 12. THRIFTSHOPS PER POPULATION CENTER
EXISTING THRIFTSHOPS BY CITY
STORE LOCATION I.B.C.
STORES
COMPETITOR
STORES
TOTAL
STORES
LOCATION
POPULATION
CUSTOMERS 
PER STORE
Anaconda,MT 1 0 1 10,278 10,278
Billings,MT 3 0 3 81,151 27,050
Bozeman,MT 1 0 1 22,660 22,660
Butle,MT 1 0 1 33,336 33,336
Casper,Wy 2 1 3 46,742 15,581
Great Falls, MT 3 0 3 55,097 18,366
Havre,MT 1 0 1 10,201 10,201
Helena, MT 2 0 2 24,569 12,285
Kalispell,MT 1 1 2 11,917 5,959
Laurel,MT 1 0 1 5,686 5,686
Missoula,MT 2 1 3 42,918 14,306
Sheridan,M 1 0 1 13,900 13,900
Totals 19 3 22 358,455 16,293
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always stands ready to bring his product into the area at the same price or a little less if 
his bakery can have most of the shelf space. It gets back to the principle of who has the 
most to lose, and in this case, we would. But in those areas where we already are facing 
competition for the grocers’ shelf space the added influence of a thriftshop has not been 
a determining factor in retaining the grocers’ business. In these areas we look for an 
opportunity to set up a thriftshop if it can be done. The fate of the competitor’s thriftshop 
and route distribution in northern Wyoming is something that is avoided as best as 
possible. More of this will be discussed in section D under thriftshop location.
About the only thing that has invalidated the location of any of our thriftshops is a shift 
in traffic patterns due to new road construction or the construction of a major shopping 
center. This is what has happened in the Casper, Wyoming, market. The thriftshops have 
suffered a steady decline due to a shift in the traffic patterns. We are investigating the 
possibility of relocating at least one of the stores, and maybe both, to take advantage of 
the traffic and the new construction taking place. One of the thriftshops in Missoula 
should be relocated, as well as the introduction of another store in Bozeman, Montana.
4. Current Marketing Strategies
As with any business, marketing is a life blood of staying in business. The bakery 
thriftshop is no exception. This may be even more so as the products are perceived to 
be of lesser quality than may be purchased in a retail grocery and are competitive mainly 
through price. But there are always certain things that can be done to make the thriftshop 
more competitive. One area is in customer relations. We attempt to have yearly training 
classes for the thriftshop supervisor and at least one clerk from each store. A person 
from the corporate personnel department is flown in and conducts a meeting on new 
aspects of customer relations and merchandising, as well as having the supervisors and 
clerks brush up on what they already know.
Suggestive selling is a big part of increasing the sales per customer and this is reviewed 
and practiced with all thriftshop personnel. To further encourage this we have contests 
for the clerks and stores with prizes given away to those showing the largest increase in 
customer count and sales per customer. This is also done with various items and 
products, allowing each clerk to gain recognition as well as a prize through his or her 
efforts.
As new items are introduced through our corporate office, there are sometimes contests 
held for which store can produce the best display to promote the product. It has been 
very interesting to see the pictures of the various displays that have been created. One 
of our thriftshops recently won first place for the entire company for a display promoting 
a new biscuit and gravy mix.
Probably the best promotional we have used of late has been the bonus card. Beginning
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in March of 1993 the retail manager had developed a promotional contest where the 
customer received a punch card with nine spots that could be punched out each time the 
customer purchased five dollars or more at the thriftshop. When all nine spots had been 
punched, a tenth punch was given free and the customer was given five dollars worth of 
merchandise. Also, upon filling out the card with their name and address, the customer 
was entered into a quarterly drawing at each thriftshop where two cards were drawn with 
the first customer receiving a fifty dollar gift certificate and the second receiving a 
twenty-five dollar gift certificate. This promotion has become very popular with the 
customers and has been continued on a quarterly basis since. It was through this 
promotion that I was able to conduct the survey that is discussed later.
Another similar promotion is the senior citizens’ discount where those shoppers over 
sixty-two are given an additional ten percent discount on their purchase. As the products 
approach the end of their shelf life, each thriftshop will have a daily promotion to 
minimize the amount that is discarded to hogfood. A "buy one, get one free" type of 
promotion also works for the selling of any overstock item and is used with all products. 
There also are monthly feature items that are brought in by the truck load and sold at a 
reduced price. From time to time the various outside purchases suppliers will have a 
promotion through the thriftshops with prizes and giveaways. One of the most recent 
ones involved a candy supplier that gave away a bicycle at each store. We have done 
similar promotions during our anniversary celebrations at each store.
The thriftshops also feature various outside purchase items at certain times of the year. 
During the Christmas season we feature jewelry displays at the cash registers for a gift
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suggestion. During the summer we have featured glassware with pitchers that have a 
design on them of Mickey Mouse or some other character. In other times it may be 
cookies or even the gravy mixes that are promoted for additional sales.
As discussed earlier, advertising for the thriftshops must be carefully done so as not to 
attract too much attention to ourselves and thereby give the grocery trade the idea that 
we are trying to directly compete with them. Some of the things that have been done 
include advertisements in some of the local free shopper newspapers or the purchase of 
a spot in a trade publication for a local charity or organization. We have done some 
limited advertising over the radio, mostly for public awareness of a new thriftshop 
opening or for a relocation. When we do have advertising, it is usually to feature weekly 
or monthly specials on breads, buns, or cakes and sometimes on an outside purchase 
item. Here again it is only done in a few select market areas. Once when we distributed 
flyers, we received a letter from a major grocery chain asking us why we were trying 
to compete with them in the bread market. This type of advertising has been used very 
selectively since. Now that we are able to obtain customer names and addresses from the 
discount cards we are investigating sending a mailer on a regular basis.
Much of the merchandising of our products is done with either the thriftshop layout in 
mind or to feature particular products. Special displays are set up by themselves in a 
prominent part of the store to draw attention to that particular product. We also use shelf 
talkers to highlight a particular product or its price or to draw the customer’s attention 
to a particular part of the store. This is done in conjunction with the store layout where 
the white and wheat breads are placed in the back of the store so as to have the customer
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shop through the other products first. As the customers enter the thriftshop, they are 
directed to the right as that seems to be the natural pattern of shopping. The first items 
to be seen are the outside purchase products, then through bread and bun type items and 
some of the larger sweet goods, with the snack sweet goods closer to the register to 
trigger impulse purchases. The registers have jerky, gum, and nonfood items like the 
jewelry located next to them. This is in keeping with the store layout which has the cash 
register located next to the door for exiting.
The rest of the thriftshop layout has been an attempt to keep the store simple, but 
appealing. We try to color coordinate the outside of the thriftshop as well as the inside. 
In the large, open front window area, window signs are used to draw attention to 
particular products on special. Murals are placed around certain products or displays as 
attention getters. And the outside signs are lighted so as to be seen at night and during 
the winter time when darkness comes early and the thriftshop is still open.
Each thriftshop basically follows these ideas, but each also has the freedom to design 
special displays and do special advertising or promotions as their market permits. Thus, 
we are able to do advertising in some areas and not others. The thriftshop supervisor can 
make this decision along with the Retail Manager, Sales Manager, and Plant Manager. 
Each case is weighed for the sensitivity of the local market area before anything is done.
B. Analysis of Customers
Important to any analysis is the method or methods used to gather the information, 
process it to a usable format, and condense it into a thorough, but reasonably brief, 
summary of facts. While there are many ways of gathering information, I knew I had to 
decide which angle I would take that would generate the most usable information that 
would help us improve our thriftshop sales. The method also had to be as cost effective 
as possible as well as not require a tremendous amount of manhours of me or of anyone 
assisting me. For this reason I decided not to use a telephone survey as it would not 
necessarily target current thriftshop customers and would require a lot of assistance from 
others to complete. In addition, the amount and type of information for which I was 
searching did not lend itself to be easily obtained in a telephone interview.
However, in foregoing the telephone survey the one viewpoint that I would not obtain 
is that of people who had never shopped at a thriftshop, or had shopped at one once or 
twice and decided not to return. The reasons for their not returning may have given me 
a clue as to what is negative about the thriftshops. Another potential insight that would 
be missing is how well known the thriftshops are to the public in general. Both of these 
aspects could help us to improve the impression we make on each thriftshop community.
Alternatively, I could have conducted a mass mailing or included the questionnaire in 
each regional newspaper with a coupon to the thriftshop upon returning the completed 
questionnaire. This last idea would have alerted our grocer customers that we were 
promoting the thriftshop as their competitor, something we did not want to do for 
obvious reasons. Also, it would have been very expensive. After considering and
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weighing these alternatives, I realized that I did not want to know why a person would 
not patronize a thriftshop or what a person did not like about the thriftshop when he or 
she shopped there once or twice. While this information would be helpful, these opinions 
would not tell me what kept a person coming back to shop at a thriftshop. Nor would 
they give me useful information from knowledgeable people who had experienced a 
thriftshop and had the insight for making intelligent suggestions as to how to make the 
thriftshop a better place to shop.
In the first survey I defined the population along four dimensions - element, sampling 
unit, extent, and time. The element dimension was all adult shoppers in Billings, 
Montana, and the surrounding area. While I had originally planned to include all 
shoppers within our market area, the time required within which to complete the project 
only allowed me to use the three Billings thriftshops. For the thesis I was not limited to 
as great a time constraint and was able to include the customers from all of our 
thriftshops. Information gathered for the initial survey pointed out that the number of 
customers for all nineteen thriftshops averaged 21,285 for each of the five accounting 
periods from approximately June 1, 1992 through approximately November 1 of the same 
year. In researching the customer count for the same time period in 1993 I found that the 
average number of customers had increased to 22,586 per period, which was the figure 
I used for the population element in the thesis.
The second dimension of the population in the original survey, the sampling unit, was 
that of all adult shoppers purchasing products in the Billings thriftshops. It was reasoned 
that these customers were the primary shoppers in the thriftshops and also would be
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better able to answer the demographic questions in the survey. For the thesis the 
sampling unit became the shoppers who had filled out a bonus card at each thriftshop for 
the drawing that was to take place there. The bonus cards were to be filled out on the 
back with the customer’s name, address, and phone number so he or she could be 
notified if he or she was the winner. These customers were frequent thriftshop shoppers, 
made reasonably large purchases, and showed an interest in the thriftshop operations by 
the filling out of the bonus card.
For the extent dimension of the population I was able to involve all nineteen 
thriftshops as opposed to only the three Billings thriftshops in the first survey. This 
allowed me to obtain a better cross section of responses as well as providing enough 
responses to constitute valid conclusions about the thriftshop customers in general.
The time dimension of the population in the original survey was limited to the first two 
weeks in December of 1992. This was done to facilitate the time constraint I had placed 
upon myself in completing the project. Since I did not have that same constraint for the 
thesis, I mailed the second survey on November 1, 1993, with instructions in the 
accompanying letter that they be returned in the postage paid envelopes by November 15. 
In the first survey that was handed out to customers in the stores there was no allowance 
made for those customers shopping less often than once a week. The thesis survey would 
take this into account as the bonus cards could be filled out by any of our customers 
regardless of how often they shopped. This was due to the bonus cards being valid for 
a full calendar quarter, and they could be used as often as needed during that time.
In the new survey there needed to be a more reliable means of getting the questionnaire
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to the customer. Fortunately, a means of doing this already existed at the time in the 
form of the bonus cards. When I initially wanted to collect the cards after the first 
drawing in June, I found very little consistency in the thriftshops returning all of them 
to the bakery. With the Retail Manager’s permission I sent a letter to each thriftshop 
asking the clerks to hold all of the cards after the next drawing and return them to me 
at the plant. By the end of September all the thriftshops had sent in the bags of cards 
and, with the help of some of the office staff, I broke down all the cards between those 
that were usable for forwarding the questionnaire to and those that were not. This meant 
the addresses on the backs of the cards had to be usable even though some of them 
needed zip codes added to them. After this was done, the names and addresses were 
entered into a Lotus spreadsheet on a personal computer that had a Lotus program for 
printing labels. This greatly simplified addressing each questionnaire being sent out as 
well as making it very legible. In total I had 1,364 addresses for the survey.
In redesigning the questionnaire it was initially pointed out that moving the 
demographic questions to the end of the form would allow the participant to answer 
questions and get into a flow for completing the questionnaire before encountering the 
more personal questions. Many of the demographics were made more personal by asking 
an open ended question as in "Are you ... (what nationality)" or "Your age is ..." This 
approach was also taken with other questions. Several of the questions were expanded 
to elicit a more detailed response. Two more questions were added with several existing 
ones relocated to give the questionnaire a more logical sequence. I have included in the 
appendix a copy of this redesigned questionnaire for the reader to make a comparison
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with the one used in the first survey.
By having the new questionnaire professionally printed, I was able to include several 
advantages in the overall survey. At the printer’s suggestion, the four pages of the 
questionnaire were placed back to back on a sheet of eleven by seventeen inch paper and 
folded in half so it would read like a book. The printer also was able to tri-fold the 
finished questionnaire along with a cover letter and insert them with a number 9 stamped, 
addressed envelope for returning the questionnaire in the main envelope. The main 
envelopes were number 10’s, printed with the bakery’s return address and bulk mail 
permit to facilitate cheaper postage. The cover letter was printed on an obscure colored 
paper to try to eliminate the possibility of it being duplicated. It was decided to continue 
with the incentive of two loaves of bread when the customer brought the cover letter into 
the thriftshop. There was the risk that many customers would discard the questionnaire 
and redeem the letter for the bread. Even if this were to happen, there would be no way 
of identifying it.
After everything was completed the survey was mailed out on November 1 with 
instructions that it be returned by November 15. While the majority of those 
questionnaires that were returned were received by the deadline, I still received 10.5 
percent of them between that time and January 17. On the following page is a chart that 
details the response rate by each zip code area and date the questionnaire was received. 
Overall, I was very pleased with the response rate of 665 surveys returned, or 49.3 
percent. Also, I had the thriftshop clerks return all of the letters that were redeemed for 
product. By doing this I was testing the possibility that many of the questionnaires might
TABLE 13. SURVEY RETURNS AND RESPONSE PERCENTAGES
ZIP
CODE
SENT WEEK 1 RECEIPTS WEEK 2 RECEIPTS WEEK 3 RECEIPTS WEEK 4 RECEIPTS
NOV 1 NOV 3 1 NOV 4 1 NOV 5 1 NOV 6 NOV 8 1 NOV 9 1 NOV 10 I NOV 11 I NOV 12 I NOV 13 NOV i s !  NOV 16 1 NOV 17 1 NOV 18 I NOV 19 I NOV 20 NOV 22 1 NOV 23 1 NOV 24 1 NOV 27
M O N T
59000 68 1 2 5 2 3 1 1 1 1
59100 59 9 12 11 1 11 2 1 1 1 4 1 1 1
59200 1 1
59300 2 1
59400 287 4 62 13 24 22 2 5 4 1 1 3 1 1
59500 76 1 8 4 11 7 1 2 1
59600 73 11 3 7 4 1 3 2 1
59700 173 S 30 16 15 5 2 3 1 2 1 1 1
59800 338 23 7 58 21 12 5 3 1 3 1 3 3 3 2 1 3 1
59900 118 11 6 21 6 5 4 2 1
W YO
82100 1
82400 13 1 5 1
82600 89 12 9 7 1 4 3 1 2 3 1 1
82700 1
82800 44 9 3 2 1
IDAHO 3 i  1 1 1 | 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 L .
UNKNOW N 1 1 1 i l  : |  1 1 1 1 1 1 i |  1 1 1 i |  1 1 1 1
TO TALS 1 134611 11 | 166 | 71 1 1721 31 1 7 7 1 1 9 | S | 1 9 | 4 |  1 9 | 1 3 | 3 | 8 |  11 1 S | 1 I 3 |  3 |  4
ZIP
CODE
SENT 
NOV 1
WEEK 5 RECEIPTS WEEK 6 RECEIPTS WEEK 7 RECEIPTS WEEK 8 W EEK 10 WEEK 12 TOTAL OF EACH 
ZIP CODE
TOTAL ZIP CODE 
RESPONSENOV 30 1 DEC 2 1 DEC 3 1 DEC 4 DEC 6 1 DEC 8 1 DEC 9 D E C 1 3 1 D E C 1 5 1 D E C 1 6 1 DÉC17 DEC 22 JAN 6 1 JAN 7 JAN 17 1 JAN 18
M O N T
59000 68 17 25.0% 2.6%
59100 59 56 94.9% 8.4%
59200 1 1 100.0% 0.2%
59300 2 1 2 100.0% 0.3%
59400 287 1 1 1 1 1 148 51.6% 22.3%
59500 76 35 46,1% 5.3%
59600 73 1 33 45.2% 5.0%
59700 173 1 1 84 48.6% 12.6%
59800 338 1 1 1 1 1 155 45.9% 23.3%
59900 118 1 1 58 49.2% 8.7%
W YO
82100 1 0 0.0% 0.0%
82400 13 1 8 61.5% 1.2%
82600 89 1 1 46 51.7% 6.9%
82700 1 0 0.0% 0.0%
82600 44 IS 34.1% 2.3%
IDAHO 1 3|| 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  33.3% 0.2%
UNKNOW N 1 1 1 1 1 1 1 1 1 1 1 1 <1 1 1 l i e 0.9%
TO TALS f  134611 l |  3 | 1 1 1 1 2 | 1 I  l |  1 1 1 1 1 1 1 1 2 |  1 I 1 1 1 1 1 1 6 6 5 1 49.4% 100.0%
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be discarded by the addressee, but the redemption letter would still be used. This was 
an interesting test, as I only received 343 redemption letters from the thriftshops. This 
was slightly over half of the 665 surveys I received back. Since I had alerted the 
thriftshops ahead of time to send in the redemption letters, I can only surmise that the 
customers were more inclined to fill out the survey and help the thriftshops than they 
were in need of receiving the two free loaves of bread for their efforts. I still wonder 
whether all the redemption letters were actually returned to the bakery, but I have no 
way of finding out.
Using the formula below for determining the required sample size, I was able to 
ascertain that I needed 664 surveys returned to give me a valid sample size for the thesis. 
The 664 returns allows me to have a 99 percent confidence level, with a margin of error 
of 5 percent, in the data acquired.
n = Z c.l. fpq) Z = confidence level
E pq = maximum variance of sample proportion
E =  magnitude of acceptable error
The surveys were coded to facilitate each answer being keyed into a computer program 
to conduct crosstabs analysis on the data. Professor Joe Floyd of Eastern Montana 
College has had extensive experience in conducting surveys and interpreting the results. 
I gave him the surveys which he had inputted into the Unix computer system at the 
college, processed, and then returned to me some 305 pages of computer data. I have 
included a breakdown of the responses in the appendix. From the data Professor Floyd 
had conducted general cross tabulation, T - tests, and the Pearson coefficient test to find
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any significant correlations. While there were many statistically significant correlations, 
only a few of them had any practical value or application.
Some of the most meaningful correlations that were observed include -
- Only those between the ages of 25 and 64 perceived a negative image of the thriftshop. 
Those respondents older or younger were either positive or had no opinion.
- Over 70 percent of the male customers shop alone as compared to 54.6 percent of 
female customers. Only 4.1 percent of males shop with children compared to 22 percent 
of the female customers. As might be expected 30.4 percent of the respondents between 
the ages of 18 and 44 shop with children.
- At least 71.4 to 72.2 percent of those in the $45,000 to $65,000 income group shop 
alone while 30.8 to 33.3 percent in the $25,000 and under income group shop with 
another adult.
- From 43.4 to 47.6 percent of those customers earning $15,000 to $45,000 shop every 
week.
- Accessibility was rated poor or fair by 42.9 percent of those in the 18 to 24 age group.
- The older the customer the longer he or she will spend time in the thriftshop. At the 
same time those customers with lower education levels also spend more time in the store.
- In answering the question about purchasing extra bread when on sale at a retail grocer,
14.3 percent of those age 18 to 24, and 22 percent age 65 and over said they would not. 
This compares to 6.7 percent of those between 25 and 44, and 12.1 percent of those age 
45 to 64. This also may be indicative of income level.
- Service rating was lower in the 18 to 24 age group than the other groups. Only 59.7
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percent of those age 25 to 44 felt service was very good compared to 75.1 percent of the 
45 to 64 age group and 78 percent of the 65 and older age group.
The survey results have indicated that 53.6 percent of our customers learned about our 
thriftshop by word-of-mouth, while 34.4 percent saw the thriftshop while driving by. 
This indicates how important keeping our customers satisfied really is. They are our best 
advertising. It also points out how important the street signs are in advertising the 
thriftshop. The thriftshop image is very positive, with 79.6 percent of respondents saying 
it meant saving money for them. However 9.4 percent also said the friendly clerks and 
overall thriftshop condition contributed to the positive image they perceived. The 
majority of our customers, 64.1 percent, live within thirty minutes of the thriftshop. 
Most of the respondents, 61.8 percent, have shopped at the thriftshop for at least six 
years, with 84.9 percent having been customers for at least two years. This would 
suggest a high degree of loyalty among our customers.
For most customers the best times to shop are between 10 AM and 6 PM. The response 
was evenly divided among the four two-hour alternatives. Only 8 percent chose to shop 
before 10 AM which may suggest one place to cut back on labor hours. These answers 
correspond well with the question of the most convenient time of day for shopping, with 
71.6 percent indicating the hours between 9 AM and 4 PM being the most convenient. 
At the same time 17.8 percent indicated their shopping times varied.
Over half of our customers shop alone, with another 23.5 percent shopping with 
another adult. Only 19.9 percent of respondents shop with their children, which would 
indicate that promotions targeted at children may not be overly successful. Nearly all the
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customers, 97.9 percent, knew in advance what they intended to purchase, but only 66.7 
percent had a set dollar amount in mind to spend. This would indicate that while the 
customers believe they know what they want to buy, any suggestive selling by the clerks 
may help increase the sales dollars per customer. Only a little more than half of the 
respondents regularly use coupons. This was of particular interest to me in light of the 
number of survey letters redeemed by the customers, which was only 25.1 percent. In 
answering the coupon question 13.7 percent of the respondents said they always use 
coupons, with another 44.3 percent using coupons nearly every shopping trip. To me this 
would indicate that coupons may be beneficial for improving business.
Our customers are about evenly divided between shopping weekly, every other week, 
and monthly. This validates the assumption that the first survey failed to include many 
of our customers. At the same time only 8.4 percent stated that they shopped less 
frequently than in the past. Nearly all of our customers shop us as a matter of savings. 
This answer reaffirms the fact that thriftshop sales suffer if retail grocers run a hot 
promotion on bread for a week. When this happens, the thriftshop is not as competitive 
to shop.
Most of our customers feel the accessibility to the thriftshop is good. There was one 
response suggesting improved wheelchair access at one of the thriftshops. The 
respondents felt the thriftshops appear inviting and informative, and they tend to spend 
at least twenty minutes in the thriftshop. Over half of the customers, 66.4 percent, spend 
at least fifteen minutes shopping. This would indicate that the customers do know what 
they expect to buy when they enter the store.
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Bread consumption was evenly divided between the two and the more than five loaves 
per week categories. It also came as no surprise that 96.8 percent of the respondents 
ranked bread as the most important item in the thriftshop, with 71.8 percent ranking buns 
second. The rest of the products varied considerably in importance. The survey also 
asked what other products the customers would like to see in the thriftshop. While the 
answers included everything possible the largest response was no response. This would 
suggest that most of our customers feel we already carry a good, diversified line of 
merchandise.
Question number twenty-two asked whether our customers would purchase extra bread 
when it is on promotion at the retail grocers and put it in their freezers. Over half, 57.8 
percent, responded that they definitely would, while another 28.1 percent indicated that 
they might do so. These responses underscore the previous reason given for shopping at 
the thriftshop, that being the cost savings. While our customers are long-time customers 
and like the thriftshop concept, they are primarily motivated by price. As long as the 
thriftshop pricing structure remains competitive to the retail grocer, our customers will 
keep coming back. Theirs is a price-based loyalty. At the same time, most respondents 
felt the thriftshops are very competitive. However, 37.6 percent did list bread and buns 
as being better priced in the retail grocery stores. This reaffirms how competitive the 
bread promotions of the retail stores have become.
Service was rated as very important to the customers, with 93.8 percent feeling the 
service they receive at the thriftshops was at least good or better. Fully 99.5 percent of 
the respondents would recommend the thriftshop to a friend. This underscores that word-
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of-mouth and customer satisfaction are our best forms of advertising.
The majority of the respondents, 89.4 percent, were Caucasian, with 88.7 percent being 
female. The largest age group was between 25 and 44 years of age, with another 29.4 
percent being between 45 and 64 years of age. Only 12.6 percent were older than 65, 
which may question the need for a senior citizens discount program. Fully 85 percent of 
the respondents are currently married with a total household size between two and six. 
The distribution of the children was relatively even amongst the four age groups. The 
overall education level has 93.2 percent at least graduating high school, 56.4 percent also 
possessing at least some college, and 25.6 percent being college graduates. Most of the 
customers, 83.6 percent, own their home, but only 60.1 percent are currently employed. 
At least 20.4 percent are not presently employed, which helps explain the food stamp 
purchases we receive. Only 19.5 percent of those surveyed are retired.
The largest group of respondents, 26.2 percent, earn between $15,000 and $24,999 
annually, with 19.8 percent earning between $25,000 and $34,999. The next largest 
group, 19.3 percent, earn less than $15,000 annually, which corresponds well with the
20.4 percent that are not presently employed. The next largest group, 17 percent, earn 
between $35,000 and $44,999 annually. These four groups made up 82.3 percent of the 
respondents. While there were some of those surveyed making more than these groups, 
our average customer is middle class or lower.
To summarize the findings, the average thriftshop customer is a middle income, 
married, Caucasian female between the ages of 25 and 44 with at least one to four 
children. She has at least a high school education and may have some college in addition.
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Her family owns their home, but there is only a 60 percent chance that she works outside 
the home. As a customer she is overall pleased with the thriftshop and its attributes. 
Knowledge of the thriftshop is primarily passed on by word of mouth between families 
and friends. Most have been customers for at least two years with a majority having 
shopped with us for more than six years. The product selection is basically 
comprehensive with any suggestions being peculiar to the individual customer. Shopping 
is generally done alone and between the hours of 10 AM and 6 PM, whether weekly, 
every other week, or monthly. She tends to live within a half hour of the thriftshop and 
patronizes it to save money. She may know in advance what she wants to purchase, but 
apparently can be coaxed into spending additional money. She doesn’t use coupons on 
a regular basis, but is very enthusiastic about the bonus card program. Bread and buns 
are the primary products sought when shopping, but this is mainly because of the price. 
When lower prices for these same items are available elsewhere, she will purchase them 
there.
Basically, this is the same customer profile that was generated with the first survey. 
This new survey does emphasize how important customer satisfaction is to continue the 
positive word-of-mouth we currently receive. It also re-emphasizes how important pricing 
is to the success of our sales.
C. Alternatives to Present Operations
After analyzing the history of the stores and looking at the results of the survey, it was 
my privilege also to be able to interview the corporate Retail Manager and obtain his 
views and insights to thriftshops in general and the Montana and Wyoming thriftshops 
in particular. His explanations of various corporate policies and their development helped 
shape my suggestions for alternatives, as well as helped me to understand where 
corporate would like to see emphasis and where there may very well be few or no 
alternatives. He related to me that the fundamental problem with the thriftshops is 
decreasing margins with increasing expenses. After taking everything into account, I have 
come up with the following alternatives and suggestions.
Markdowns are an expense that were at one time out of control. This is one area that 
corporate office took a serious interest in controlling and have reduced markdowns on 
a corporate wide basis from $15 million in fiscal 1986 to $5 million in fiscal 1993. 
Locally our markdown expense has trended down over the last three years, but remains 
35 percent above four years ago. The old philosophy for a markdown was to sell the 
product at any price before it ended up in hogfood. This resulted in the high markdown 
totals. It became apparent that the markdowns were cannibalizing the sales of fresher 
products as people began shopping markdown products. They would buy up large 
quantities of the marked down items and then not have to come back for a while. To 
combat this, the thriftshops use markdowns only to get out from under a large inventory 
of a particular product by promoting it at a lesser price. The markdowns begin at ten 
percent and increase to a maximum of a twenty percent markdown. This has proven
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reliable in maintaining sales while still controlling hogfood. Our thriftshops need to 
exercise more control of the markdowns to keep them in the two to two-and-a-half 
percent of total sales range they have been experiencing. Using special displays of excess 
products helps in conjunction with the markdown.
Cash Over/Short is an expense that is specific to each individual thriftshop. From a 
corporate wide standpoint all thriftshops were short only 45 cents per week during the 
last fiscal year. Our thriftshops averaged $7.65 per week cash short over the last five 
years. This indicates a real need to make sure the thriftshop clerks are well trained in 
cash register practices and cash handling. In addition, the supervisor of each thriftshop 
should closely monitor the checkins and deposits for any discrepancies, since this could 
indicate improper recording of petty cash disbursements or even thievery. Definite 
improvement has been made; the thriftshops averaged only ninety-one cents short during 
fiscal 1994.
Cash Discounts have been used for senior citizens, and buy-one, get-one-free 
promotions have been employed. In the past, Wednesday had been tried as a specials 
day, but this resulted in customers shopping the specials days and leaving Tuesday and 
Thursday nearly devoid of any meaningful sales. A suggestion would be to have random 
specials days that target high stale products. This also could be developed into a "Super 
Day" once a month, which would help dissipate the customer purchases over the entire 
month, or at least contain the "dead" days surrounding the specials. We should 
investigate reducing or eliminating the senior citizen discount since the survey showed 
that only approximately 13 percent of our customer base is comprised of people in this
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age group.
Inventory Gain/Loss is a large problem, not only for our Bakery’s thriftshops, but also 
for the company as a whole. We still are taking inventory by hand twice per four week 
period, which is time-consuming, especially with the increase in the variety of items sold 
in the thriftshops. At present, there is no way of measuring how much of the loss may 
be due to shoplifting or just failing to record products received. One aspect of the 
accounting system that tracks hogfood sales actually charges this account with the loss 
between the hogfood value and the price received for it. This is an accounting system 
problem that needs to be rectified within our computer programming to differentiate the 
costs. At present, there is a four-part inventory form that is being used at other bakeries 
with fair success. This form helps identify items that may have been missed during the 
inventory process by keeping the previous inventory figures available for comparison 
right in front of the present inventory column. Our thriftshops also need to begin using 
this form.
The thriftshops are really at the mercy of the sales department when it comes to the 
amount of Stales and Cripples & Excess they receive. Depending on how a particular 
product promotion went, the thriftshop could have a tremendous amount of a stale 
product that does not sell well in the thriftshop. This gets back to the markdown 
problem. By using data from previous promotions the thriftshops could get a better idea 
of fresh product ordering and curtail these markdowns.
Coupled with this problem is the ordering of fresh supplement by the thriftshops. Even 
monitoring the stale returns closely does not help when trying to order two or three days
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in advance. One possibility for help would be to research of the main stale product 
numbers over a period, quarter, or even a year to determine if there is a correlation that 
can be devised for thriftshop ordering. This would be a great project for me to conduct, 
for it could have ramifications for the entire company. At present, the division manager 
needs to continue to work closely with the lead clerk when ordering the fresh 
supplement.
Long Shelf Life products and Outside Purchase Products can be more directly 
controlled by the thriftshop when it comes to ordering. The turnover is readily observable 
for each item and does not have to be evaluated based on the amount of stale received, 
unless it is an item that also is sold on the routes. The Retail Manager works closely with 
the corporate Retail Manager in deciding what products to bring into the thriftshops. The 
product mix should not attempt to compete with the retail grocer, nor should it confuse 
the customer as to the origin and purpose of the thriftshops. The products should 
complement the core business products of the thriftshop and easily lend themselves to 
suggestive selling tactics. While there already exists a large amount of floor space 
devoted to outside purchases, more could be gained by the use of gondola type display 
racks. This, of course, presumes products of the right theme and profit margin can be 
found. While the required margin for outside purchases has been forty percent over cost, 
it is important to keep an open mind and not get caught in a percentage game. Forty 
percent of two dollars does not equate with thirty percent of nine dollars, as we have 
seen in the sales of fruit cakes through the thriftshops. The price/volume variables need 
to be weighed for each new outside purchase product.
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Labor and Fringes are a major factor in our thriftshop operations. As a whole, these 
expenses accounted for 23.6 percent of fiscal 1994 net retail sales and 64.4 percent of 
total retail store expenses. Any reduction of these expenses goes directly to profit. Since 
the hourly labor rate for the clerks is based on the union scale paid to those thriftshops 
that are unionized, any reduction would need to be negotiated. When contracts are up for 
renewal, the disparity between current wages and those paid for comparable work in 
convenience stores, or even retail grocery stores, needs to be debated with a consensus 
reached if the thriftshops are to remain viable. We already utilize part-time employees, 
and this practice may need to be increased to rein in the cost of benefits such as health 
care. This already is being practiced at many major retailers throughout the country. The 
down side, however, could be increased turnover and mediocre performance due to 
incompletely trained personnel.
The utilities, rents, and building expenses represent the next largest thriftshop expense. 
Utilities are subject to the seasons, but can be controlled by simply making sure that 
equipment is in proper working order and doors and windows are properly closed as 
needed. This may seem simple enough, but it is amazing how long a garage door or 
access door on the thriftshop may be left open after a truck or individual enters or leaves. 
Other things, such as making sure the building is properly insulated, have long-term 
consequences. Some of this can be ascertained when it comes to leasing the building 
initially. Rents can be negotiated based on how energy efficient the building is. The 
length of the lease also has long-term effects on the thriftshop profitability, depending 
on how cheap and for how long the lease is negotiated. Our Plant Manager has
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negotiated the leases we have and has managed to keep them very reasonable for long 
periods of time. This has been a big factor to our having profitable thriftshop operations. 
The cost of building repairs goes hand in hand with the condition of the leased property. 
Here again our leases have been such that most building repair expense has been for sales 
improvement instead of repair. The quality of thriftshop maintenance also directly affects 
the amount of money spent on building repairs.
Promotion expense is probably one of the more misunderstood expenses in retailing. 
If sales are lagging more promotion should be done, although it is hard to increase 
expenses if sales are down. For our business, we take a "who has the most to lose" 
approach. This is done so that we maintain a proper working relationship with the retail 
grocers. While much of this has been discussed already, there are alternatives that should 
be developed. One is the use of direct mailers to customers whose names are retrieved 
from the backs of the bonus cards, as I did for the survey. Another is the use of 
secondary newspapers, as we are doing already. Flyers could be distributed by Boy 
Scouts to coordinate a civic duty with getting our message out. One of our greatest assets 
is our employees, and getting them involved in the community is a form of inexpensive 
advertising. Telling others where one works by being involved in community projects 
costs the thriftshop nothing and promotes a community spirit to boot. Also it could 
involve speaking at senior citizens centers, getting involved in the PTA, or being 
involved in a community organization such as softball or bowling teams that will cost 
little or nothing depending on the activity. The alternatives are limited only by the 
imagination.
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Worker’s Compensation has become a high priority expense for all businesses, 
especially those in Montana. What really is needed is an overhaul of the system that 
allows questionable practices and injuries to exist. While management can become 
involved in the political process needed to make the changes, the application for each 
thriftshop is more limited. Continued monitoring of work habits and monthly safety 
meetings by management help increase safety awareness and practice. We have an 
awards system for safe work habits that has paid big dividends in helping us control this 
nebulous expense. Prevention is by far the best cure.
Miscellaneous expenses is an area requiring careful monitoring. Costs can be reduced 
through volume purchasing as is the case when the Bakery buys and distributes office 
supplies. Where multiple stores exist in a city, cleaning services can and should be 
negotiated for all thriftshops located there. Cleaning frequencies also can be reduced 
during the summer or other seasons that facilitate it. Contracting the spouse of a clerk 
to do odds and ends repairs also can help reduce expenses, as well as give the clerk a 
greater sense of belonging to the thriftshop.
Using the alternatives suggested above, I have reconstructed the financial statement on 
the following page and compared it to the fiscal year 1994 statement. The percentages 
reflect the increases and decreases I believe are possible from my analysis.
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TABLE 14. COMPARATIVE ANALYSIS OF THRIFTSHOP OPERATIONS
(FISCAL YEAR 1994 COMPARED TO A PRO FORMA STATEMEr^
Account Description
Retail Store Sales 
Markdowns 
Cash (Over) Short 
Cash Discounts 
Inventory (Gain)/Loss 
NET RETAIL SALES
Route Returns 25%
Returned Gds Rec 
Returned Gds Del 
Cripples & Excess 
Fresh Supp Prod 
Fresh Supp Trans In 
Long Shelf Life 
Outside Purch Retail 
COST OF SALES 
Less: Hog Feed @ 25% 
TOTAL COSTS 
GROSS PROFIT
Supervision Stores 
Retail Clerk Wages 
Other Store Wages 
Utilities -  Stores 
Mise Retail Exp 
Store Sales Promo 
Building Repairs 
Rent
Truck Storage Credit 
Property Insurance 
Property Taxes 
Sundry Wage Costs 
Workmen’s Comp. -  Retail 
Depreciation -  Store 
Freight Cost 
Payroll Fringe 
Store Expense Credit 
STORE EXPENSES 
NET PROFIT (LOSS)
Rtns less feed @ 25%
NET RETAIL CONTRIBUTION
REAUZATION %
RECOVERY %
STALE PRODUCT %
ACCT FY94 
#  ACT/BUD
PRO
FORMA
Variance
3561 $5,900.9 116.5% $6,020.0 114.2% $119.1 2.0%
3562 165.5 2.8% 125.0 2.1% 40.5 24.5%
3563 1.2 0.0% 1.5 0.0% -0 .3 -25.0%
3564 128.3 2.2% 110.0 1.8% 18.3 14.3%
3565 541.5 9.2% 510.0 8.5% 31.5 5.8%
3570 $5,064.4 100.0% $5,273.5 100.0% $209.1 4.1%
7333 814.3 16.1% 850.0 16.1% -35.7 -4.4%
5332 0.0 0.0% 0.0 0.0% 0.0 0.0%
5335 0.0 0.0% 0.0 0.0% 0.0 0.0%
5309 36.1 0.7% 30.0 0.6% 6.1 16.9%
5307 1,237.1 24.4% 1,255.0 23.8% -17.9 -1.4%
5308 260.7 5.1% 265.0 5.0% -4 .3 -1.6%
5301 58.2 1.1% 55.0 1.0% 3.2 5.5%
5331 577.9 11.4% 615.0 11.7% -37.1 -6.4%
7332 $2,984.3 58.9% $3,070.0 58.2% ($85.7) -2.9%
7345 249.5 4.9% 235.0 4.5% -14.5 -5.8%
7334 $2,734.8 54.0% $2,835.0 53.8% ($100.2) -3.7%
7335 $2,329.6 46.0% $2,438.5 46.2% $108.9 4.7%
6301 43.6 0.9% 45.0 0.9% -1 .4 -3.2%
6302 763.0 15.1% 765.0 14.5% -2 .0 -0.3%
6303 2.6 0.1% 3.0 0.1% -0 .4 -15.4%
6306 171.6 3.4% 185.0 3.5% -13 .4 -7.8%
6308 30.8 0.6% 30.0 0.6% 0.8 2.6%
6309 61.1 1.2% 65.0 1.2% -3 .9 -6.4%
6310 21.9 0.4% 25.0 0.5% -3.1 -14.2%
6312 324.1 6.4% 330.0 6.3% -5 .9 -1.8%
6313 0.0 0.0% 0.0 0.0% 0.0 0.0%
6320 0.0 0.0% 0.0 0.0% 0.0 0.0%
6321 15.6 0.3% 16.0 0.3% -0 .4 -2.6%
6344 27.3 0.5% 30.0 0.6% -2 .7 -9.9%
6346 32.8 0.6% 25.0 0.5% 7.8 23.8%
6350 29.9 0.6% 32.0 0.6% -2.1 -7.0%
6355 0.0 0.0% 0.0 0.0% 0.0 0.0%
6367 403.3 8.0% 415.0 7.9% -11.7 -2.9%
6369 (216.1) -4.3% (220.0) -4.2% 3.9 1.8%
6370
7337
7338
7339
$1,711.5 33.8%
$618.1
604.4
$1.222.5
12.2%
11.9%
24.1%
$1,746.0 33.1% ($34.5) -2.0%
$692.5
615.0
$1.307.5
13.1%
11.7%
24.8%
$74.4
10.6
$85.0
12.0%
1.8%
7.0%
64.4%
70.7%
43.2%
65.3%
73.3%
43.6%
D. Thriftshop Location
Currently we do not set up a thriftshop in a town that has less than ten thousand people. 
In the Montana and Wyoming marketing areas there are few towns that meet this 
minimum requirement. Hence, the population surrounding the towns would give a more 
insightful conclusion as to whether a thriftshop could be established in a particular 
location. Following on this idea, I have developed a list of the cities within our market 
areas that might meet the test for a thriftshop location. On the following pages I have 
reproduced the previous chart of Thriftshops per Population Center along with an 
identical chart that analyzes the population of the counties in which the thriftshops are 
located. Also, I have developed a chart of counties in our marketing area that would 
provide enough population support to pose as a potential thriftshop location. Based on 
the existing thriftshops per county chart, another thriftshop should be opened in 
Bozeman, Montana, to take advantage of the population in Gallatin County. Only one 
other city, Gillette, Wyoming, meets the city numeric requirements. According to the 
1990 census, Gillette has a population of 17,365 people with a total county population 
of 29,370. But while this may be an ideal place for a thriftshop, we have never located 
one there and have made no plans to do so. We have had previous indications that we 
would probably lose the major share of the bread market there since we would be going 
into "competition" with the retail grocers. From an overall sales standpoint this would 
be very detrimental to us.
The other aspect of the total population surrounding the towns uncovers more counties 
that could be viable thriftshop locations. Park and Fremont Counties in Wyoming have
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TABLE 12. THRIFTSHOPS PER POPULATION CENTER
EXISTING THRIFTSHOPS BY CITY
STORE LOCATION I.B.C.
STORES
COMPETITOR
STORES
TOTAL
STORES
LOCATION
POPULATION
CUSTOMERS 
PER STORE
Anaconda, MT 1 0 1 10,278 10,278
Billings,MT 3 0 3 81,151 27,050
Bozeman,MT 1 0 1 22,660 22,660
Butle,MT 1 0 1 33,336 33,336
Casper,WT 2 1 3 46,742 15,581
Great Falls,MT 3 0 3 55,097 18,366
Havre,MT 1 0 1 10,201 10,201
Helena,MT 2 0 2 24,569 12,285
Kalispell,MT 1 1 2 11,917 5,959
Laurel,MT 1 0 1 5,686 5,686
Missoula,MT 2 1 3 42,918 14,306
Sheridan,WY 1 0 1 13,900 13,900
Totals 19 3 22 358,455 16,293
TABLE 15. THRIFTSHOPS PER POPULATION CENTER
EXISTING THRIFTSHOPS BY COUNTY
STORE LOCATION 
BY COUNTY
I.B.C.
STORES
COMPETITOR
STORES
TOTAL
STORES
COUNTY
POPULATION
CUSTOMERS 
PER STORE
Cascade,MT 3 0 3 77,691 25,897
Deer Lodge,MT 1 0 1 10,278 10,278
Flathead,MT 1 1 2 59,218 29,609
Gallatin, MT 1 0 1 50,463 50,463
Hill,MT 1 0 1 17,654 17,654
Lewis & Clark, MT 2 0 2 47,495 23,748
Missoula,MT 2 1 3 78,687 26,229
Natrona, WY 2 1 3 61,226 20,409
Sheridan,VW 1 0 1 23,562 23,562
Silver Bow,MT 1 0 1 33,941 33,941
Yellow/stone, MT 4 0 4 113,419 28,355
Totals 19 3 22 573,634 26,074
TABLE 16. THRIFTSHOPS PER POPULATION CENTER
POTENTIAL THRIFTSHOPS BY COUNTY
COUNTY MAJOR
CITIES
COUNTY
POPULATION
MAJOR CITY 
POPULATION
COMPETITOR
STORES
Campbell,WY Gillette 29,370 17,365 0
Fremont,WY Riverton 33,662 9,202 0
Lake,MT Poison 21,041 3,283 0
Lincoln,MT Libby 17,481 2,532 0
Park,WY Cody 23,178 7,897 0
Ravalli,MT Hamilton 25,010 2,737 0
W
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strong populations as well as Lake, Lincoln, and Ravalli Counties in Montana. The 
previous story of the competitor that suffered loss of grocer shelf space when a thriftshop 
was brought in took place in Park County, Wyoming, so that eliminates it from 
consideration. Lake County is located between our thriftshops in Kalispell and Missoula, 
and there is not sufficient distance between these two thriftshops to warrant a third. 
Lincoln County is located to the west of our Kalispell thriftshop, and while it may have 
the large surrounding population numbers, these customers appear to be located ftirther 
west than our last grocer customer. The additional mileage needed to transport product 
to a thriftshop in this area cannot be justified unless we also were able to gain additional 
retail grocers in this area, which is not possible at this time. Ravalli County lies directly 
south of Missoula where we already have two thriftshops. In addition, the proximity of 
Missoula to the county line indicates that most of Ravalli County 's population is located 
very close to Missoula so as to almost make Missoula the shopping center anyway. This 
leaves only Fremont County in Wyoming as a possibility where we do not already have 
a thriftshop.
E. Marketing Strategies
The marketing strategies are an ongoing and constantly evolving practice. When I 
visited with the retail manager from our corporate office, he stated that the biggest thing 
is to improve the thriftshop package. For our thriftshops this would mean rehabbing the 
exteriors of the stores to bring them up to date. We already are trying to accomplish this 
on an ongoing basis. However, each thriftshop slated for such refurbishing has the 
potential expense run through the break-even analysis, and if the payback does not meet 
expectations, the plan is scrapped. I would recommend that many of these upgrades need 
to be done anyway to take advantage of the long-term benefits. Because the payback is 
not there now does not mean that it will never be there at some point in the future. We 
need to keep applying to our corporate office for capital expenditures that will allow us 
to perform the upgrades. This currently is being done to provide some of the thriftshops 
with new pole signs. Another large sign or billboard would work very well across the 
sides of those thriftshops with exposure to the streets. Also, some of the large decals that 
we use on our transports would work well.
While we continue to change the internal displays on a daily or weekly basis, one 
suggestion was made that we investigate installing decorative circular fans. These would 
also help the air circulation, which could help lower the utility bills, especially in winter. 
Another idea that we are going to try is the addition of spice products to complement the 
bakery products. In previous tests in thriftshops in other areas of the country, this was 
a good addition. As we continually tie in our displays with other products we have, our 
sales should increase as well as making suggestive selling easier for the clerks.
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Also, we should begin sending mailers to our customers whose addresses we receive 
on the backs of the bonus cards. Information about new products or upcoming specials, 
such as the specials days, should be included, along with a feature on one of the clerks 
or some other aspect of the thriftshop. An incentive could be developed for those 
customers bringing in a friend who has never shopped us before.
n i .  CONCLUSIONS AND RECOMMENDATIONS
The thriftshops are a necessary and profitable part of the overall operations of 
Sweetheart Bakery and Interstate Brands Corporation. As developed within the report of 
Comparative Analysis of Retail Operations, the thriftshops contributed $1,222,500 to the 
total profitability of the Bakery. Of this, $604,400 is in the recovery of stale products 
that would have been lost otherwise, and $618,100 is the outright profitability of the 
thriftshops themselves. However, this is $229,100 below the profit attained two years 
previously and $278,100 below three years ago.
This downward trend can be reversed utilizing the alternatives to the present operations 
as suggested and through more and improved marketing techniques. Hogfood needs to 
be monitored carefully, which necessitates that the fresh supplement be kept to a 
minimum. In some instances, it may be better to run out of some products as opposed 
to ordering more or any fresh product in to cover it. Outside purchases also need to be 
monitored to assure that we are obtaining a viable profit margin, in addition to making 
sure that the items are complementary to the existing products. As always, products 
should be selected keeping in mind the working relationship that exists with the retail 
grocer. Probably the most important expense that needs to be addressed is the change in 
the present wage structure of the thriftshop clerks. The wage rate needs to be based on 
the prevailing wage for comparable work in the thriftshop market area. The labor cost 
also could be reduced by opening the thriftshops one hour later. In addition to this, the 
benefit package needs to consider possible alternatives to health care expenses.
One potential time-saving alternative that I discussed with the corporate Retail Manager
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was the use of scanners at the registers. In this way, a running inventory could be 
maintained, with a physical inventory required periodically to verify a computer listing. 
This would greatly improve the control of the Inventory GainZ(Loss) figure that is a 
$541,500 loss at present. We would be able to ascertain whether this loss was only on 
paper or an actual pilferage problem that needed to be addressed. Also, it would allow 
the clerks the time on the current inventory days to concentrate more on customers and 
sales, as well as possibly change the labor schedule required for those days. However, 
it appears that these new registers may be approximately five years before becoming a 
reality.
Additional thriftshops should be opened in Bozeman, Montana, and the Fremont county 
area of Wyoming. The potential customer counts seem to justify the effort. In addition, 
the two thriftshops in Casper, Wyoming, should be consolidated, relocated, or both. As 
always, we need to investigate the relationship that exists with our grocer customers 
before proceeding. The existing routes could be maintained in the thriftshop, which 
would not increase the rent and utilities factors by too much, and would actually reduce 
these costs to the thriftshop by half. The stale products generated by these local routes 
could be used instead of having to haul them to another thriftshop as is presently being 
done. A profitability analysis can be performed as outlined previously.
APPENDIX I. First Survey
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UB
iniersimie b r r r o s  corporniion
5150 M idland R oad /P .O . Box 20453, P ioneer Station, B illings, MT 59104 
(406) 248-4800
Dear Customer,
We at Interstate Brands Corporation strive to make our products the best buy available to you. 
Every effort is made to assure that each item is consistent in quality, and fresh and tasty for your 
consumption. Our Thriftshops are located,stocked, and operated with you,the customer, in mind. 
And while we take every precaution against any possible shortcomings in our products and 
services, there may still be something we’ve overlooked. One important item that we need to know 
better is you, our customer.
To help us get to know you better we would like you to take a  few short minutes to answer some 
questions we have asked ourselves about you. Attached you will find a  list of queations, to which 
the answers will help us to better plan our objectives for future stores and products. We want you 
to answer them honestly and to the best of your ability.
But above all, we w ant th is questionnaire  to  be anonym ous!
P le a se  d o  not sign  or pu t your nam e anyw here on th e  questionnaire!
In an effort to thankyou for taking the time to complete this questionnaire we would like to give 
you two(2) loaves of our Premium white bread. When you have completed the questionnaire 
simply fold the pages in half so that the back of the last page is on the outside. Then return it to a 
clerk who will be glad to help you with receiving your two(2) loaves of bread.
You m ust return th e  com pleted  questionnaire  by D ecem ber 10,1992!
R est a ssu re d  tha t your an sw ers will rem ain anonym ous and  confidential!
Again we thank you for taking the time to answer some of our questions about you. We hope you 
can appreciate how much you have helped us in providing better products and services to 
yourself and our other valued customers.
Sincere
Mark Heide 
Controller
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Thriftstore #212 Survey
□ Asian n Native American□ Black □ White□ Hispanic □ Other -
2 What gender are you? □ Female □ Male
3 What is your age?
□ Under 18 □ 45 to 64
□ 18 to 24 □ 65 or older□ 25 to 44
4 What is your marital status? □ Never married □ Widowed
□ Now married □ Divorced□ Separated
5 Including yourself, what Is the size of your household?
6 If you have children living with you, how many are in each of the
following age groups? □ Under 5 □ 10 to 14n 5 to 9 □ 15 to 19
7 What Is your level of education?
□ Elementary n College
□ High School □ Graduate studies
8 Do you own your own home? □ Yes □ No
9 What is your present employment status?
1 1 Employed □ Not employed □ Retired
1 0 Using your last income tax return. approximately what is your total
household income level?
□  Under $15,000 □ $45,000 to $54,999 □ $85,000 to $94,999
□  $15,001 to $24,999 □ $55,000 to $64,999 □ $95,000 to $104,999
n  $25,000 to $34,999 □ $65,000 to $74,999 □ Over $105,000
n  $35,000 to $44,999 □ $75,000 to $84,999
11 How did you first learn about iour bakery thriftshop ?
12 What type of image does the word "thriftshop" give you ?
1 1 Positive □ Negative □ No opinion
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1 3 As best you can, please explain your answer to the previous question.
14 Approximately how many driving minutes do you live from the thriftshop?
□  Under 10 □  30 to 39 □  Over 60
□  10 to 19 n  40 to 49
□  20 to 29 □  50 to 60
1 5 Approximately how many months have you shopped at our thriftshop?
□  Under 6 □  12 to 23 48 to 72
□  6 to 11 □  24 to 47 n  over 72
1 6 How often do you shop at our thriftshop?
I  I  More than once/week □  Weekly □  Every other week
I I Monthly □  Longer than once/month
1 7 What time of day do you most often shop at our thriftshop?
I I Before 10 am □  12 pm to 2 pm I I 4 pm to 6 pm
□  10 am to 12 pm □  2 pm to 4 pm □  After 6 pm
18 When you shop, do you shop..
I I Alone. □  With another adult □  With your children
1 9 Do you know ahead of time what you Intend to buy?
□  Yes □  No □  Sometimes
20 Do you have a set amount in mind that you plan to spend?
I I Yes |%! No □  Sometimes
21 Do you use coupons when shopping at retail stores?
r~l Yes □  No □  Sometimes
22 How would you rate the accessability to the thriftshop?
I I Very good  □  Fair □  Very poor
I I Good □  Poor □  No opinion
23 When you come up to the thriftshop does the store front appear inviting 
and informative?
I  I Yes □  Sometimes
□  No □  No opinion
24 Approximately how many minutes do you spend shopping in our thriftshop 
during each visit?
□  Less than 10 □  15 to 19 □  25 to 30
r~ l 10 to 14 □  20 to 24 □  More than 30
25 Approximately how many loaves of bread are consumed by your household 
each week?
I I One C j Three □  Five
I I  Two C j  Four □  More than five
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26 Please rank the following items in order of their importance to you.
I I Bread □  Donuts O  Milk
I I Buns □  Cookies □  Soup
I I Snack goods  □  Chips □  Other
27 What additional items would you like to see carried in our thriftshops?
28 If a retail grocery store has bread products for sale at a drastically 
reduced price, would you purchase extra bread to take home and put in 
your freezer for future use?
I I Yes □  No □  Sometimes
29 Do you feel that our thriftshop pricing is competitive?
I I Yes □  No □  Sometimes
30 Which items do you feel are better priced in other retail stores?
31 How important is service to you?
I I Very Important □  Neutral □  Unimportant
I I Somewhat important Q  Somewhat unimportant
32 How would you rate the service you receive at our thriftshop?
I I Very good □  A dequate □  Poor
I I Good □  Fair
33 Would you recommend our thriftshop to a friend?
I I Yes □  No □  Sometimes
34 Are there any comments you would like us to know to better serve you?
Thankyou for filling out our survey. Please fold the survey in half so the 
blank back of the third page is on the outside and return it to a clerk who will 
help you in picking out your two free loaves of premium white bread.
APPENDIX II. Second Survey
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intEPSTRtE BPHnDS CDPPDPHtIGn
5150 M idland Road /  P.O. Box 20453, P ioneer Station. Billings, M T 59104 
<406) 248-4800
Dear Customer,
We at Interstate Brands Corporation strive to make our products the best buy available to you. 
Every effort is made to assure that each item is consistent in quality, and fresh and tasty for your 
consumption. Our Thriftshops are located, stocked, and operated with you,the customer, in mind. 
And while we take every precaution against any possible shortcomings In our products and 
services, there may still be something we've overlooked. One important item that we need to know 
better is you, our customer.
To help us get to know you better we would like you to take a  few short minutes to answer some 
questions we have asked ourselves about you. Attached you will find some questions, the answers 
to which will help us to better plan our objectives for future stores and products. We want you to 
answer them honestly and to the best of your ability.
But above all, we want this questionnaire to be anonymous!
Please do not sign your name anywhere on the questionnaire!
In an effort to thank you for taking the time to complete this questionnaire we would like to give 
you two(2) loaves of our Premium white bread. When you have completed the questionnaire simply 
place it in the postage paid envelope addressed to us and drop it in the mail, th e n  take this cover 
letter into any of our Thriftshops and give it to a clerk who will be happy to help you with receiving 
your two(2) loaves of bread.
You must mail the completed questionnaire by November 15,1993!
Rest assured that your answers will remain anonymous and confidential!
Again we thank you for taking the time to answer some of our questions about you. We hope you 
can appreciate how much you have helped us in providing better products and services to 
yourself and our other valued customers.
Mark Heide 
Controller
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Thriftstore Survey
1 How did you first learn about our bakery thriftshop?_________________________
2 What type of image does the word "thriftshop" give you?
I  I  Positive □  N ega tive  □  No op in ion
3 Could you please give a brief explanation for your answer to the last question
4 Approximately how many driving minutes do you live from this thriftshop?
I I U n d e r  10 m in u te s  Q  10 to 19 m inu tes  O  20 to 29 m in u te s
I I 30  to 39 m in u te s  O  40 to 49 m inu tes  Q  50 to 60  m in u te s
I I O ver  60 m in u te s  O  O ther  -  ____________________________
5 For approximately how many months have you shopped at our thriftshop?
I 1 U n d e r  6 m o n th s  □  6 to 11 m o n th s  □  12 to  23 m o n th s
I 1 24 to  47 m o n th s  Q  48 to 72 m o n th s  Q  o v e r  72 m o n th s
6 What time of day do you most often shop at our thriftshop?
I I  Before 10 a m  □  10 am  to 12 pm □  12 p m  to 2 p m
I I  2 p m  to 4 p m  4 pm to 6 pm □  After 6 pm
7 What time of day is most convenient for you to shop?____________________
8 When you shop, do you shop..
I I Alone Q  With a n o th e r  adult  [%] With y o u r  ch i ld ren
9 Do you know ahead of time what you intend to buy?
!  I  Always O  S o m e t i m e s
I ! Rarely O  N eve r
10 Do you have a set dollar amount in mind that you plan to spend?
n  Always □  S o m e t i m e s
I  I  Rarely □  N eve r
11 Do you use coupons when shopping at retail stores?
I  I Every s h o p p in g  trip Q  Nearly every  trip
I  I  Rarely Q  N ever
12 How often do you shop at our thriftshop?
I I M ore th a n  o n c e /w e e k  Weekly Q  Every  o th e r  w e e k
[Yj M onthly  ! 1 L onger  th a n  o n c e /m o n th
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13 Do you shop at our thriftshop less often today than you did in the past?
: Yes □  No □  S a m e  f r e q u e n c y
14 Why do you shop at our thriftshop? (please check any that apply)
I  I As a m a t te r  of sa v ings .
I I As a m a t te r  of c o n v le n c e .
' i Only to p u r c h a s e  b a k e ry  p ro d u c ts .
I I  To p u r c h a s e  b a k e ry  p r o d u c t s  a n d  o th e r  p r o d u c t s  s u c h  as :
I I On th e  r e c o m m e n d a t io n  of a friend or relative.
I  I  On im p u lse .
I  I  O ther  -  ________________________________________________________
15 How would you rate accessability to this thriftshop for you personally?
I  I G o o d  n  Fair □  N e e d s  -  ____________
I  I P oor  Q  No opin ion______________ _________________________
16 When you come up to this thriftshop does the store front appear inviting?
I ! Yes □  S o m e t im e s
I  I  No □  No opinion
17 When you come up to this thriftshop does the store front appear informative?
I  I  Yes □  S o m e t im e s
□  No □  No opinion
18 Approximately how many minutes do you spend shopping in our thriftshop 
during each visit?
r n  L ess  th a n  10 [%] 10 to 14 Q  15 to 19
I I  20 to 24  n  25 to 30 □  More th a n  30
19 Approximately how many loaves of bread are consumed by your household 
each week?
I I O n e  n  Two □  T h re e
I I Four n  Five Q  More th a n  five
20 Please rank the following items available in this thriftshop in the order of their 
importance to you.
I I B rea d  □  D o n u ts  □  Milk
I 1 B u n s  □  C o o k ie s  □  S o u p
I I  S n a c k  g o o d s  □  C h ip s  Q  O th er  -  _____________________
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21 What additional items would you like to see carried in our thriftshops?
22 If a retail grocery store has bread products for sale at a drastically reduced 
price, would you purchase extra bread to take home and put in your freezer 
for future use?
I  i  Definitely Q  M aybe
I I No C D  Not su re
23 Do you feel that our thriftshop pricing is competitive? (place an x on the line)
I ------------------------------------------------------------------------------------------------------------------------------- 1
Extrem ely  S a m e  a s  g roce ry  s to re  Not a t  all com peti t ive
24 Which items do you feel are better priced in other retail stores?
25 How important is service to you? (place an x on the line)
I - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 1
I m p o rtan t  N eutra l U n im p o r ta n t
26 How would you rate the service you receive at our thriftshop?
I I Very g o o d  C j G o o d  C D  A d e q u a te
CD Fair CD P o o r
27 Would you recommend our thriftshop to a friend?
C D  Yes C D  No CD Not su re
28 Are there any comments you would like us to know to better serve you?
29 Are you—
30 Are y o u -
31 Your age is -
CD Asian CD Black
CD C a u c a s ia n □ H ispanic
□ Native A m er ic an □ O ther  -
n F e m a le □ Male
CD U n d er  18 □ 18 to 24
CD 25 to 44 □ 45 to 64
CD 65 or o lde r
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32 What is your marital status?
I I N ever  m arr ied  Q  Now m arr ied
I  I S e p a r a t e d  Q  D ivorced
[%] W idow ed
34 Including yourself, what is the size of your household?
35 If you have children living with you, how many are in each of the following
□ U n d er  5 □ 5 to 9
□ 10 to 14 □ 1 5 to 19
36 What is your level of education?
□ E le m en ta ry □ S o m e  High S c h o o l
□ High S c h o o l  Grad. □ S o m e  C o l le g e
□ C o lleg e  G rad . □ G ra d u a te  s tu d i e s
37 Do you —
□ Own y o u r  own h o m e
n Rent
□ O ther  ( p le a s e  specify)
38 What Is your present employment status?
1 1 E m p lo y e d  □ Not e m p lo y e d □ Retired
39 Using your last income tax return, approximately what is your total
household income level?
□  U n d e r  $ 1 5 ,0 0 0  □ $15,001 to  $ 2 4 ,9 9 9 □ $ 2 5 ,0 0 0  to $ 3 4 ,9 9 9
□  $ 3 5 ,0 0 0  to $ 4 4 ,9 9 9  □ $ 4 5 ,0 0 0  to  $ 5 4 ,999 □ $ 5 5 ,0 0 0  to $ 6 4 ,9 9 9
□  $ 6 5 ,0 0 0  to $ 7 4 ,9 9 9  □ $ 7 5 ,000  to  $ 8 4 ,999 □ $ 8 5 ,0 0 0  to  $ 9 4 ,9 9 9
□  $ 9 5 ,0 0 0  to $ 1 0 4 ,9 9 9  □ Over $ 1 0 5 ,0 0 0
Thank you for filling out our survey. Please fold the survey and place it 
in the envelope provided. The postage is guarenteed so please drop it in the 
mail by November 15th. Your help is greatly appreciated.
APPENDIX III. Survey Results
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Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Parents 1 84 12.7% 13.7% 13.7%
Word of mouth 2 60 9.1% 9.8% 23.5%
Friend 3 139 21.1% 22.6% 46.1%
Drove by 4 211 32.0% 34.4% 80.5%
Relative 5 33 5.0% 5.4% 85.8%
Sibling 6 6 0.9% 1.0% 86.8%
Can’t remember 7 58 8.8% 9.4% 96.3%
Advertisement 8 11 1.7% 1.8% 98.0%
Spouse 9 7 1.1% 1.1% 99.2%
Purchased for business 10 2 0.3% 0.3% 99.5%
Buying bread for birds 11 1 0.2% 0.2% 99.7%
Watched it being built 12 2 0.3% 0.3% 100.0%
No response 99 46 7.0% Missing
Total 660 100.0% 100.0%
Valid Cases 614
#2. What type of image does the word "thriftshop" give you?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Positive 1 541 82.0% 82.6% 82.6%
Negative 2 26 3.9% 4.0% 86.6%
No opinion 3 88 13.3% 13.4% 100.0%
No response 99 5 0.8% Missing
Total 660 100.0% 100.0%
Valid Cases 655
#3. Could you please give a brief explanation of your answer to the last question?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Good buy at reasonable prices 1 132 20.0% 23.0% 23.0%
Save money 2 325 49.2% 56.6% 79.6%
Clerks friendly,store clean &well lit 3 54 8.2% 9.4% 89.0%
Place for poor to shop 4 8 1.2% 1.4% 90.4%
Never considered it a "thriftshop" 5 18 2.7% 3.1% 93.6%
Products are good 6 14 2.1% 2.4% 96.0%
Sounds like lesser quality;old,unwanted merchandise 7 18 2.7% 3.1% 99.1%
Reminds one of Salvation Army 8 4 0.6% 0.7% 99.8%
Good location & plenty of parking 9 1 0.2% 0.2% 100.0%
No response 99 86 13.0% Missing
Total 660 100.0% 100.0%
Valid Cases 574
#4. Approximately how many driving minutes do you live from this thriftshop?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Under 10 minutes 1 194 29.4% 29.5% 29.5%
10 to 19 minutes 2 136 20.6% 20.7% 50.2%
20 to 29 minutes 3 92 13.9% 14.0% 64.1%
30 to 39 minutes 4 59 8.9% 9.0% 73.1%
40 to 49 minutes 5 43 6.5% 6.5% 79.6%
50 to 60 minutes 6 43 6.5% 6.5% 86.2%
Over 60 minutes 7 51 7.7% 7.8% 93.9%
Other 8 40 6.1% 6.1% 100.0%
No response 99 2 0.3% Missing
Total 660 100.0% 100.0%
Valid Cases 658
Answers given for "Other" -  3 hours; 80 minutes; 1 1/2 hours; approximately 4 hours; 2 hours; 40 miles; 
179 miles; 90 miles; 1 hour 45 minutes; 2 hours 45 minutes; 135 miles.
# 5 .  F or a p p ro x im a te ly  how  m an y  m o n th s  h a v e  yo u  s h o p p e d  a t  o u r  th r if ts h o p ? 92
Value Label Value Frequency Percent Valid
Percent
Cumulative
Percent
Under 6 months 1 12 1.8% 1.8% 1.8%
6 to 11 months 2 25 3.8% 3.8% 5.6%
12 to 23 months 3 62 9.4% 9.5% 15.1%
24 to 47 months 4 68 10.3% 10.4% 25.5%
48 to 72 months 5 83 12.6% 12.7% 38.2%
Over 72 months 6 405 61.4% 61.8% 100.0%
No response 99 5 0.8% Missing
Total 660 100.0% 100.0%
Valid Cases 655
#6. What time of day do you most often shop at our thriftshop?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Before 10 am 1 51 7.7% 8.0% 8.0%
10 am to 12 pm 2 167 25.3% 26.2% 34.2%
12 pm to 2 pm 3 121 18.3% 19.0% 53.1%
2 pm to 4 pm 4 158 23.9% 24.8% 77.9%
4 pm to 6 pm 5 138 20.9% 21.6% 99.5%
After 6 pm 6 3 0.5% 0.5% 100.0%
No response 99 22 3.3% Missing
Total 660 100.0% 100.0%
Valid Cases 638
#7. What time of day is most convenient for you to shop?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
On the way home 1 5 0.8% 0.8% 0.8%
Evening from 4 pm on 2 104 15.8% 16.7% 17.5%
Afternoons from 12 pm to 4 pm 3 202 30.6% 32.4% 49.9%
During school hours 4 15 2.3% 2.4% 52.3%
On weekends, Saturday and Sunday 5 10 1.5% 1.6% 53.9%
Mornings from 9 am to noon 6 140 21.2% 22.5% 76.4%
Varies 7 111 16.8% 17.8% 94.2%
During the lunch hour from 11 am to 2 pm 8 36 5.5% 5.8% 100.0%
No response 99 37 5.6% Missing
Total 660 100.0% 100.0%
Valid Cases 623
#8. When you shop, do you shop...
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Alone 1 373 56.5% 56.6% 56.6%
With another adult 2 155 23.5% 23.5% 80.1%
With your children 3 131 19.8% 19.9% 100.0%
No response 99 1 0.2% Missing
Total 660 100.0% 100.0%
Valid Cases 659
#9. Do you know ahead of time what you intend to buy?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Never 1 6 0.9% 0.9% 0.9%
Rarely 2 8 1.2% 1.2% 2.1%
Sometimes 3 265 40.2% 40.2% 42.3%
Always 4 380 57.6% 57.7% 100.0%
No response 99 1 0.2% Missing
Total 660 100.0% 100.0%
Valid Cases 659
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Value Label Value Frequency Percent Valid
Percent
Cumulative
Percent
Never 1 143 21.7% 21.7% 21.7%
Rarely 2 76 11.5% 11.5% 33.2%
Sometimes 3 312 47.3% 47.3% 80.6%
Always 4 128 19.4% 19.4% 100.0%
No response 99 1 0.2% Missing
Total 660 100.0% 100.0%
Valid Cases 659
#11. Do you use coupons when shopping at retail stores?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Never 1 67 10.2% 10.2% 10.2%
Rarely 2 209 31.7% 31.8% 42.0%
Nearly every trip 3 291 44.1% 44.3% 86.3%
Every shopping trip 4 90 13.6% 13.7% 100.0%
No response 99 3 0.5% Missing
Total 660 100.0% 100.0%
Valid Cases 657
#12. How often do you shop at our thriftshop?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
More than once a week 1 22 3.3% 3.3% 3.3%
Weekly 2 164 24.8% 24.9% 28.2%
Every other week 3 244 37.0% 37.0% 65.3%
Monthly 4 196 30.0% 30.0% 95.3%
Longer than once a month 5 31 4.7% 4.7% 100.0%
No response 99 1 0.2% Missing
Total 660 100.0% 100.0%
Valid Cases 659
#13. Do you shop at our thriftshop less today than you did in the past?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Yes 1 55 8.3% 8.4% 8.4%
No 2 354 53.6% 54.0% 62.3%
Same frequency 3 247 37.4% 37.7% 100.0%
No response 99 4 0.6% Missing
Total 660 100.0% 100.0%
Valid Cases 656
#14. Why do you shop at our thriftshop?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
As a matter of savings.
Not checked 0 31 4.7% 4.7% 4.7%
Checked 1 629 95.3% 95.3% 100.0%
Total 660 100.0% 100.0%
Valid Cases 660
As a matter of convience.
Not checked 0 443 67.1% 67.1% 67.1%
Checked 1 217 32.9% 32.9% 100.0%
Total 660 100.0% 100.0%
Valid Cases 660
Only to purchase bakery products. 94
Not checked 0 457 69.2% 69.2% 69.2%
Checked 1 203 30.8% 30.8% 100.0%
Total 660 100.0% 100.0%
Valid Cases 660
To purchase bakery products and other products such as:
Not checked 0 502 76.1% 76.1% 76.1%
Checked 1 158 23.9% 23.9% 100.0%
Total 660 100.0% 100.0%
Valid Cases 660
Answers given Include -  Southern Mills gravy and biscuit mixes; milk and juices; chips; bagels, milk, and
bread; candy; package soup mixes; bread crumbs; kool aid; Roman Meal cereal; carmel corn.
On the recommendation of a friend or relative.
Not checked 0 606 91.8% 91.8% 91.8%
Checked 1 54 8.2% 8.2% 100.0%
Total 660 100.0% 100.0%
Valid Cases 660
On Impulse.
Not checked 0 639 96.8% 96.8% 96 8%
Checked 1 21 3.2% 3.2% 100.0%
Total 660 100.0% 100.0%
Valid Cases 660
Other
Not checked 0 626 94.8% 94.8% 94.8%
Checked 1 34 5.2% 5.2% 100.0%
Total 660 100.0% 100.0%
Valid Cases 660
Answers given for "Other" -  Like it; has good products; grew up with it; buy bulk and freeze It; 1 avoid buying
other things; friendly service; buying for business during the tourist season.
#15. How would you rate the accessability to this thriftshop for you personally?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
No opinion 1 10 1.5% 1.5% 1.5%
Poor 2 9 14% 1.4% 2.9%
Fair 3 88 13.3% 13.5% 16.4%
Good 4 536 81.2% 82.1% 98.5%
Needs 5 10 1.5% 1.5% 100.0%
No response 99 7 1.1% Missing
Total 660 100.0% 100.0%
Valid Cases 653
Answers given for "Needs" -  Closer to my house; moved to Massachucetts; more parking space; better 
access ramp for wheelchairs; closer to town and/or department stores; better entrance to parking lot; door 
should swing both ways; open earlier in the morning; ramps to wheel shopping carts out instead of 
making several trips.
#16. When you come up to this thriftshop does the store front appear inviting?
Value Label Value Frequency Percent Valid
Percent
Cumulative
Percent
Yes 1 506 76.7% 76.8% 76.8%
Sometimes 2 48 7.3% 7.3% 84.1%
No 3 21 3.2% 3.2% 87.3%
No opinion 4 84 12.7% 12.7% 100.0%
No response 99 1 0.2% Missing
Total 660 100.0% 100.0%
Valid Cases 659
#17. When you come up to this thriftshop does the store front appear informative?
Value Label Value
95
Yes 1
Sometimes 2
No 3
No opinion 4
No response 99
Total
Frequency Percent Valid
Percent
Cumulative
Percent
431 65.3% 65.9% 65.9%
111 16.8% 17.0% 82.9%
33 5.0% 5.0% 87.9%
79 12.0% 12.1% 100.0%
6 0.9% Missing
Valid Cases
660
654
100.0% 100.0%
#18. Approximately how many minutes do you spend shopping in our thriftshop during each visit?
Value Label Value Frequency Percent Valid
Percent
Cumulative
Percent
Less than 10 minutes 
10 to 14 minutes 
15 to 19 minutes 
20 to 24 minutes 
25 to 30 minutes 
More than 30 minutes 
No response 
Total
1 150 22.7% 22.8% 22.8%
2 286 43.3% 43.5% 66.4%
3 121 18.3% 18.4% 84.8%
4 63 9.5% 9.6% 94.4%
5 33 5.0% 5.0% 99.4%
6 4 0.6% 0.6% 100.0%
99 3 0.5% Missing
Valid Cases
660
657
100.0% 100.0%
#19. Approximately how many loaves of bread are consumed by your household each week?
Cumulative 
Percent
Value Label Value Frequency Percent Valid
Percent
One 1 37 5.6% 5.6%
Two 2 150 22.7% 22.8%
Three 3 147 22.3% 22.4%
Four 4 114 17.3% 17.4%
Five 5 81 12.3% 12.3%
More than five 6 128 19.4% 19.5%
No response 99 3 0.5% Missing
Total 660 100.0% 100.0%
5.6%
28.5%
50.8%
68 .2%
80.5%
100.0%
Valid Cases 657
#20. Please rank the following items available in this thriftshop in the order of their importance to you
(a "0" value means the item was not marked)
Value Label
Bread rank
Total
Buns rank
Total
Value Frequency Percent Valid
Percent
Cumulative
Percent
1 637 96.5% 96.8% 96.8%
2 15 2.3% 2.3% 99.1%
3 4 0.6% 0.6% 99.7%
4 2 0.3% 0.3% 100.0%
0 2 0.3% Missing
660 100.0% 100.0%
Valid Cases 658
1 6 0.9% 1.0% 1.0%
2 413 62.6% 71.8% 72.9%
3 72 10.9% 12.5% 85.4%
4 43 6.5% 7.5% 92.9%
5 28 4.2% 4.9% 97.7%
6 9 1.4% 1.6% 99.3%
7 4 0.6% 0.7% 100.0%
0 85 12.9% Missing
660 100.0% 100.0%
Valid Cases 575
Snack goods rank 96
Total 
Donuts Rank
No response 
Total
Cookies rank
Total 
Chips Rank
No response 
Total
Milk rank
No response 
Total
1 6 0.9% 1.2% 1.2%
2 99 15.0% 19.0% 20.2%
3 195 29.5% 37.5% 57.7%
4 104 15.8% 20.0% 77.7%
5 73 11.1% 14.0% 91.7%
6 31 4.7% 6.0% 97.7%
7 8 1.2% 1.5% 99.2%
8 4 0.6% 0.8% 100.0%
0 140 21.2% Missing
660 100.0% 100.0%
Valid Cases 520
1 2 0.3% 0.4% 0.4%
2 54 8.2% 11.3% 11.7%
3 166 25.2% 34.7% 46.4%
4 144 21.8% 30.1% 76.6%
5 68 10.3% 14.2% 90.8%
6 34 5.2% 7.1% 97.9%
7 8 1.2% 1.7% 99.6%
8 2 0.3% 0.4% 100.0%
0 181 27.4% Missing
99 1 0.2% Missing
660 100.0% 100.0%
Valid Cases 478
1 2 0.3% 0.4% 0.4%
2 32 4.8% 6.9% 7.4%
3 93 14.1% 20.2% 27.5%
4 138 20.9% 29.9% 57.5%
5 136 20.6% 29.5% 87.0%
6 41 6.2% 8.9% 95.9%
7 18 2.7% 3.9% 99.8%
8 1 0.2% 0.2% 100.0%
0 199 30.2% Missing
660 100.0% 100.0%
Valid Cases 461
2 4 0.6% 1.3% 1.3%
3 12 1.8% 3.8% 5.1%
4 33 5.0% 10.4% 15.5%
5 64 9.7% 20.3% 35.8%
6 138 20.9% 43.7% 79.4%
7 48 7.3% 15.2% 94.6%
8 17 2.6% 5.4% 100.0%
0 342 51.8% Missing
99 2 0.3% Missing
660 100.0% 100.0%
Valid Cases 316
1 6 0.9% 2.3% 2.3%
2 22 3.3% 8.4% 10.6%
3 34 5.2% 12.9% 23.6%
4 18 2.7% 6.8% 30.4%
5 20 3.0% 7.6% 38.0%
6 32 4.8% 12.2% 50.2%
7 85 12.9% 32.3% 82.5%
8 46 7.0% 17.5% 100.0%
0 385 58.3% Missing
99 12 1.8% Missing
660 100.0% 100.0%
Valid Cases 263
Soup Rank
No response 
Total
Other rank
No response 
Total
2
3
4
5
6
7
8 
0
99
Valid Cases
1
2
3
4
5
6
7
8 
0
99
Valid Cases
91
1 0.2% 0.5% 0.5%
4 0.6% 1.9% 2.4%
3 0.5% 1.4% 3.8%
6 0.9% 2.9% 6.7%
13 2.0% 6.2% 12.9%
51 7.7% 24.3% 37.1%
132 20.0% 62.9% 100.0%
439 66.5% Missing
11 1.7% Missing
660 100.0% 100.0%
210
1 0.2% 1.1% 1.1%
10 1.5% 11.5% 12.6%
19 2.9% 21.8% 34.5%
16 2.4% 18.4% 52.9%
11 1.7% 12.6% 65.5%
15 2.3% 17.2% 82.8%
11 1.7% 12.6% 95.4%
4 0.6% 4.6% 100.0%
535 81.1% Missing
38 5.8% Missing
660 100.0% 100.0%
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# 2 1 .  W hat a d d itio n a l ite m s  w ould  you  like to  s e e  c a rr ie d  in o u r  th r if tsh o p ? 98
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Soup bowls 1 1 0.2% 0.2% 0.2%
Wheat sesame buns 2 1 0.2% 0.2% 0.3%
More snack items 3 9 1.4% 1.4% 1.7%
Bagels 4 5 0.8% 0.8% 2.4%
Sourdough French bread 5 4 0.6% 0.6% 3.1%
Frozen bread dough 6 1 0.2% 0.2% 3.2%
Cereal 7 16 2.4% 2.4% 5.6%
Chocolate milk, cottage cheese, cream cheese 8 11 1.7% 1.7% 7.3%
Muffins -  homemade blueberry & oatbran 9 5 0.8% 0.8% 8.1%
Eggs & cheese 10 8 1.2% 1.2% 9.3%
Local bakey items -  healthy unique breads, WM items 11 6 0.9% 0.9% 10.2%
More wheat breads 12 1 0.2% 0.2% 10.4%
Peanut butter & jelly 13 1 0.2% 0.2% 10.5%
Deli items 14 4 0.6% 0.6% 11.1%
Puddings, cake mixes, noodles, fresh fruits & veggies 15 1 0.2% 0.2% 11.3%
Communion bread 16 1 0.2% 0.2% 11.5%
Soft bread sticks 17 1 0.2% 0.2% 11.6%
Bottled juices 18 2 0.3% 0.3% 11.9%
Lunch meat 19 1 0.2% 0.2% 12.1%
Rice 20 13 2.0% 2.0% 14.0%
Large cakes & pies 21 4 0.6% 0.6% 14.7%
Various sweetrolls 22 1 0.2% 0.2% 14.8%
Large packages of glazed donuts 23 1 0.2% 0.2% 15.0%
Rye bread without caraway seed 24 1 0.2% 0.2% 15.1%
Baked pizza crusts 25 2 0.3% 0.3% 15.4%
Fresher bread 26 2 0.3% 0.3% 15.7%
Kool aid packs 27 2 0.3% 0.3% 16.0%
Spices 28 1 0.2% 0.2% 16.2%
Pizza rolls 29 1 0.2% 0.2% 16.3%
Oroweat 30 1 0.2% 0.2% 16.5%
Biscuits In a tube 31 1 0.2% 0.2% 16.6%
Blueberry turnovers 32 1 0.2% 0.2% 16.8%
Croisants 33 1 0.2% 0.2% 16.9%
Stamps 34 1 0.2% 0.2% 17.1%
Freed ent gum 35 1 0.2% 0.2% 17.3%
Homepride white & wheat breads 36 2 0.3% 0.3% 17.6%
Soups 37 2 0.3% 0.3% 17.9%
Healthy snacks 38 1 0.2% 0.2% 18.0%
Tea, coffee, cocoa 39 1 0.2% 0.2% 18.2%
Fruit rollups 40 3 0.5% 0.5% 18.6%
Brown'n serves all the time 41 2 0.3% 0.3% 18.9%
More wheat dinner rolls 42 1 0.2% 0.2% 19.1%
Discount chips 43 1 0.2% 0.2% 19.2%
Fruitcakes in tins 44 1 0.2% 0.2% 19.4%
Pepsi products 45 2 0.3% 0.3% 19.7%
Low calorie items 46 1 0.2% 0.2% 19.8%
Colombo products (sour dough) 47 1 0.2% 0.2% 20.0%
Cheaper bread 48 1 0.2% 0.2% 20.2%
Popcycles 49 1 0.2% 0.2% 20.3%
Caffeinne free pop 50 1 0.2% 0.2% 20.5%
Store runs out of English muffins and donuts 51 1 0.2% 0.2% 20.6%
More varieties of inexpensive cookies 52 1 0.2% 0.2% 20.8%
More Mickey Mouse glasses and pitchers 53 1 0.2% 0.2% 20.9%
No responses 99 518 78.5% 79.1% 100.0%
9 5 0.8% Missing
Total 660 100.0% 100.0%
Valid Cases 655
#22. If a retail grocery store has bread products for sale at a drastically reduced price, would you 99
 m  A. «cklrA Kr^fnA a n f l  f \ i i t  in  v m i r  f r a o T a r  f n r  f i i t i i r o  i i c a Q
Value Label
Definitely
Maybe
No
Not sure 
No response 
Total
Value
1
2
3
4
99
Valid Cases
Frequency Percent Valid
Percent
Cumulative
Percent
376 57.0% 57.8% 57.8%
183 27.7% 28.1% 85.9%
67 10.2% 10.3% 96.2%
25 3.8% 3.8% 100.0%
9 1.4% Missing
660 100.0% 100.0%
651
#23. Do you feel that our thriftshop is competitive? (place an X on the line)
The line was divided into 32 segments with 1 being not competitive, 32 being extremely competitive and the 
middle being the same competitiveness as the grocery store.
Value Label
Not at all competitive
Extremely competitive 
No response 
Total
/alue Frequency Percent Valid
Percent
Cumulative
Percent
1 1 0.2% 0.2% 0.2%
2 1 0.2% 0.2% 0.3%
3 8 1.2% 1.3% 1.6%
4 1 0.2% 0.2% 1.7%
5 2 0.3% 0.3% 2.1%
6 1 0.2% 0.2% 2.2%
7 1 0.2% 0.2% 2.4%
8 2 0.3% 0.3% 2.7%
9 1 0.2% 0.2% 2.8%
10 0 0.0% 0.0% 2.8%
11 0 0.0% 0.0% 2.8%
12 1 0.2% 0.2% 3.0%
13 1 0.2% 0.2% 3.2%
14 0 0.0% 0.0% 3.2%
15 0 0.0% 0.0% 3.2%
16 3 0.5% 0.5% 3.6%
17 1 0.2% 0.2% 3.8%
18 5 0.8% 0.8% 4.6%
19 3 0.5% 0.5% 5.1%
20 0 0.0% 0.0% 5.1%
21 2 0.3% 0.3% 5.4%
22 5 0.8% 0.8% 6.2%
23 7 1.1% 1.1% 7.3%
24 11 1.7% 1.7% 9.0%
25 26 3.9% 4.1% 13.1%
26 41 6.2% 6.5% 19.6%
27 38 5.8% 6.0% 25.6%
28 47 7.1% 7.4% 33.0%
29 39 5.9% 6.2% 39.2%
30 218 33.0% 34.4% 73.6%
31 102 15.5% 16.1% 89.7%
32 65 9.8% 10.3% 100.0%
99 27 4.1% Missing
660 100.0% 100.0%
Valid Cases 633
#24. Which items do you feel are better priced in other retail stores? 100
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Cookies and chips 1 89 13.5% 34.5% 34.5%
Bread and buns (rolls) 2 97 14.7% 37.6% 72.1%
Snack items 3 22 3.3% 8.5% 80.6%
Pop 4 6 0.9% 2.3% 82.9%
Bagels and muffins 5 15 2.3% 5.8% 88.8%
Raisin bread 6 4 0.6% 1.6% 90.3%
Everything except bread 7 2 0.3% 0.8% 91.1%
Whole grain breads 8 3 0.5% 1.2% 92.2%
Chips, soups, popcorn, and milk products 9 9 1.4% 3.5% 95.7%
Drink mixes 10 2 0.3% 0.8% 96.5%
Donuts 11 7 1.1% 2.7% 99.2%
Costco type muffins 12 2 0.3% 0.8% 100.0%
No response 99 402 60.9% Missing
Total 660 100.0% 100.0%
Valid Cases 258
#25. How important is service to you? (place an X on the line)
The line was divided into 32 segments with 1 being not important, 32 being very important and the middle
being neutral.
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Not at all important 1 1 0.2% 0.2% 0.2%
2 0 0.0% 0.0% 0.2%
3 3 0.5% 0.5% 0.6%
4 1 0.2% 0.2% 0.8%
5 0 0.0% 0.0% 0.8%
6 0 0.0% 0.0% 0.8%
7 0 0.0% 0.0% 0.8%
8 1 0.2% 0.2% 0.9%
9 1 0.2% 0.2% 1.1%
10 0 0.0% 0.0% 1.1%
11 0 0.0% 0.0% 1.1%
12 1 0.2% 0.2% 1.2%
13 1 0.2% 0.2% 1.4%
14 0 0.0% 0.0% 1.4%
15 2 0.3% 0.3% 1.7%
16 60 9.1% 9.2% 10.9%
17 5 0.8% 0.8% 11.6%
18 6 0.9% 0.9% 12.5%
19 6 0.9% 0.9% 13.5%
20 5 0.8% 0.8% 14.2%
21 10 1.5% 1.5% 15.7%
22 15 2.3% 2.3% 18.0%
23 15 2.3% 2.3% 20.3%
24 17 2.6% 2.6% 22.9%
25 11 1.7% 1.7% 24.6%
26 13 2.0% 2.0% 26.6%
27 29 4.4% 4.4% 31.0%
28 34 5.2% 5.2% 36.2%
29 39 5.9% 6.0% 42.2%
30 226 34.2% 34.6% 76.8%
31 75 11.4% 11.5% 88.2%
Very important 32 77 11.7% 11.8% 100.0%
No response 99 6 0.9% Missing
Total 660 100.0% 100.0%
Valid Cases 654
#26. How would you rate the service you receive at our thriftshop?
Value Label Value Frequency Percent Valid
Percent
10]
Cumulative
Percent
Poor 1 1 0.2% 0.2% 0.2%
Fair 2 13 2.0% 2.0% 2.1%
Adequate 3 27 4.1% 4.1% 6.2%
Good 4 180 27.3% 27.4% 33.6%
Very good 5 436 66.1% 66.4% 100.0%
No response 99 3 0.5% Missing
Total 660 100.0% 100.0%
Valid Cases 657
#27. Would you recommend our thriftshop to a friend?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Yes 1 650 98.5% 99.5% 99.5%
No 2 0 0.0% 0.0% 99.5%
Not sure 3 3 0.5% 0.5% 100.0%
No response 99 7 1.1% Missing
Total 660 100.0% 100.0%
Valid Cases 653
#28. Are there any other comments you would like us to know to better se~ ^ J ? 10:
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Whole grain breads are very important in the diet. 1 1 0.2% 0.9% 0.9%
Saving 50 cents makes possible to buy quality goods. 0.0% 0.0% 0.9%
Have no thriftshops locally. 2 7 1.1% 6.5% 7.4%
Would like cheaper prices on cookies and chips. 3 2 0.3% 1.9% 9.3%
Likes the bonus cards. 4 18 2.7% 16.7% 25.9%
Friendly clerks, good prices, good products. 5 15 2.3% 13.9% 39.8%
Clerks could be more informative. 6 3 0.5% 2.8% 42.6%
More contests for frequent shoppers. 7 1 0.2% 0.9% 43.5%
Sometimes items are moldy, (doesn't take them back. 8 6 0.9% 5.6% 49.1%
just feeds to dog) Mold soon after taken out of freezer. 0.0% 0.0% 49.1%
More gravy mixes in Anaconda thriftshop. Run out. 9 1 0.2% 0.9% 50.0%
Stay open longer in the evening. 10 4 0.6% 3.7% 53.7%
Can’t find berry snack pies. 11 1 0.2% 0.9% 54.6%
Purchases for business. 12 1 0.2% 0.9% 55.6%
Run out of bread after 4 pm. 13 2 0.3% 1.9% 57.4%
If whole wheat were consistently lower at thriftshop 14 2 0.3% 1.9% 59.3%
would make effort to to always go there. 0.0% 0.0% 59.3%
Boxes instead of bags when buying 8 items or more. 15 3 0.5% 2.8% 62.0%
More parking space. 16 2 0.3% 1.9% 63.9%
Clip-on earrings. 17 1 0.2% 0.9% 64.8%
Open on holidays. 18 1 0.2% 0.9% 65.7%
Moldy smell in thriftshop. 19 1 0.2% 0.9% 66.7%
Racks left in aisles. Make price tags more prominent. 20 1 0.2% 0.9% 67.6%
Likes jewelry sales and Mickey Mouse glasses. 21 1 0.2% 0.9% 68.5%
Bell to let clerk know when ready to check out. 22 1 0.2% 0.9% 69.4%
More specials on products. 23 0.5% 2.8% 72.2%
Perks or specials for volume buyers. 24 1 0.2% 0.9% 73.1%
Open earlier in the morning. 25 1 0.2% 0.9% 74.1%
Receipt confusing, not sure how much paid for what. 26 1 0.2% 0.9% 75.0%
Entrance door should swing both ways. 27 1 0.2% 0.9% 75.9%
Received product with slits in bags, hard to return. 28 1 0.2% 0.9% 76.9%
Longer time on punch cards. 29 1.1% 6.5% 83.3%
More shopping baskets. 30 1 0.2% 0.9% 84.3%
More room in thriftshop. 31 0.5% 2.8% 87.0%
Larger counters and carts. 32 1 0.2% 0.9% 88.0%
Some items hard to find expiration date on. 33 2 0.3% 1.9% 89.8%
Employees made me feel 1 was shopping with food 34 5 0.8% 4.6% 94.4%
stamps: sometimes rude. 0.0% 0.0% 94.4%
Fresher products. 35 2 0.3% 1.9% 96.3%
More Zinger paks, i.e. vanilla and chocolate. 36 1 0.2% 0.9% 97.2%
Less junk food, i.e. snacks, sweets, pastries. 37 1 0.2% 0.9% 98.1%
Cookies too dry and hard. 38 1 0.2% 0.9% 99.1%
You run out of wheat bread. 39 1 0.2% 0.9% 100.0%
No response 99 552 83.6% Missing
Total 660 100.0% 100.0%
Valid Cases 108
#29. Are you...
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Asian 1 1 0.2% 0.2% 0.2%
Black 2 2 0.3% 0.3% 0.5%
Caucasian 3 581 88.0% 89.4% 89.8%
Hispanic 4 2 0.3% 0.3% 90.2%
Native American 5 59 8.9% 9.1% 99.2%
Other 6 5 0.8% 0.8% 100.0%
No response 99 10 1.5% Missing
Total 660 100.0% 100.0%
Valid Cases 650
The one response to other was "Italian".
# 3 0 .  A re y o u ... 103
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Female 1 582 88.2% 88.7% 88.7%
Male 2 74 11.2% 11.3% 100.0%
No response 99 4 0.6% Missing
Total 660 100.0% 100.0%
Valid Cases 656
#31. Your age is...
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Under 16 1 0 0.0% 0.0% 0.0%
18 to 24 2 7 1.1% 1.1% 1.1%
25 to 44 3 375 56.8% 56.9% 58.0%
45 to 64 4 194 29.4% 29.4% 87.4%
65 or Older 5 83 12.6% 12.6% 100.0%
No response 99 1 0.2% Missing
Total 660 100.0% 100.0%
Valid Cases 659
#32. What Is your marital status?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Never married 1 14 2.1% 2.1% 2.1%
Now married 2 556 84.2% 85.0% 87.2%
Separated 3 8 1.2% 1.2% 88.4%
Divorced 4 52 7.9% 8.0% 96.3%
Widowed 5 24 3.6% 3.7% 100.0%
No response 99 6 0.9% Missing
Total 660 100.0% 100.0%
Valid Cases 654
#34. Including yourself, what is the size of your household?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
1 16 2.4% 2.5% 2.5%
2 143 21.7% 22.3% 24.8%
3 82 12.4% 12.8% 37.6%
4 147 22.3% 22.9% 60.5%
5 114 17.3% 17.8% 78.3%
6 78 11.8% 12.2% 90.5%
7 32 4.8% 5.0% 95.5%
8 or more 8 29 4.4% 4.5% 100.0%
No response 99 19 2.9% Missing
Total 660 100.0% 100.0%
Valid Cases 641
#35. If you have children living with you, how many are in each of the following age groups?
The "0" value indicates the option was not marked.
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Under 5 years of age
0 524 79.4% 79.5% 79.5%
1 89 13.5% 13.5% 93.0%
2 37 5.6% 5.6% 98.6%
3 7 1.1% 1.1% 99.7%
4 2 0.3% 0.3% 100.0%
No response 99 1 0.2% Missing
Total 660 100.0% 100.0%
Valid Cases 659
From 5 to 9 years of age
No response 
Total
From 10 to 14 years of age
No response 
Total
From 15 to 19 years of age
No response 
Total
#36. What is your level of education?
Value Label
0
1
2
3
4
99
Valid Cases
0
1
2
3
4
5 
99
Valid Cases
0
1
2
3
4
5
6 
7
99
Valid Cases
Value
104
Elementary 
Some high school 
High school graduate 
Some college 
College graduate 
Graduate studies 
No response
Total
#37. Do you.
Value Label
Own your own home
Rent
Other
No response 
Total
1
2
3
4
5
6
99
Valid Cases
Value
1
2
3
99
435 65.9% 66.0% 66.0%
135 20.5% 20.5% 86.5%
72 10.9% 10.9% 97.4%
15 2.3% 2.3% 99.7%
2 0.3% 0.3% 100.0%
1 0.2% Missing
660 100.0% 100.0%
659
393 59.5% 59.6% 59.6%
162 24.5% 24.6% 84.2%
80 12.1% 12.1% 96.4%
20 3.0% 3.0% 99.4%
3 0.5% 0.5% 99.8%
1 0.2% 0.2% 100.0%
1 0.2% Missing
660 100.0% 100.0%
659
443 67.1% 67.2% 67.2%
140 21.2% 21.2% 88.5%
59 8.9% 9.0% 97.4%
12 1.8% 1.8% 99.2%
4 0.6% 0.6% 99.8%
0 0.0% 0.0% 99.8%
0 0.0% 0.0% 99.8%
1 0.2% 0.2% 100.0%
1 0.2% Missing
660 100.0% 100.0%
659
Frequency Percent Valid Cumulative
Percent Percent
6 0.9% 0.9% 0.9%
30 4.5% 4.6% 5.5%
243 36.8% 37.3% 42.9%
203 30.8% 31.2% 74.0%
110 16.7% 16.9% 90.9%
59 8.9% 9.1% 100.0%
9 1.4% Missing
660 100.0% 100.0%
651
Frequency Percent Valid Cumulative
Percent Percent
541 82.0% 83.6% 83.6%
95 14.4% 14.7% 98.3%
11 1.7% 1.7% 100.0%
13 2.0% Missing
660 100.0% 100.0%
Valid Cases 647
#38. What is your present employment status? 105
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Employed 1 391 59.2% 60.1% 60.1%
Not employed 2 133 20.2% 20.4% 80.5%
Retired 3 127 19.2% 19.5% 100.0%
No response 99 9 1.4% Missing
Total 660 100.0% 100.0%
Valid Cases 651
#39. Using your last income tax return, approximately what is your total household income level?
Value Label Value Frequency Percent Valid Cumulative
Percent Percent
Under $15,000 1 117 17.7% 19.3% 19.3%
$15,000 to $24,999 2 159 24.1% 26.2% 45.5%
$25,000 to $34,999 3 120 18.2% 19.8% 65.3%
$35,000 to $44,999 4 103 15.6% 17.0% 82.3%
$45,000 to $54,999 5 56 8.5% 9.2% 91.6%
$55,000 to $64,999 6 18 2.7% 3.0% 94.6%
$65,000 to $74,999 7 22 3.3% 3.6% 98.2%
$75,000 to $84,999 8 3 0.5% 0.5% 98.7%
$85,000 to $94,999 9 5 0.8% 0.8% 99.5%
$95,000 to $104,999 10 1 0.2% 0.2% 99.7%
Over $105,000 11 2 0.3% 0.3% 100.0%
No response 99 54 8.2% Missing
Total 660 100.0% 100.0%
Valid Cases 606
APPENDIX IV. Charts of Survey Demographics
106
#29. Are you...
Asian 0.2%
Black 0.3%
Caucasian 88.0% 
Hispanic 0.3%
Native American 8.9% 
Other 0.8%
H  No response 1.5%
3
#30. Are you...
■  Female 88.2% 
a  Male 11.2%
■  No response 0.6%
8
#31. Your age is...
Under 18 - 0.0% 
18 to 24-1 .1%  
25 to 44 - 56.8% 
45 to 64 - 29.4%
■  65 or older 12.6% 
□  No response 0.2%
s
#32. Marital status?
Never married 2.1% 
Now married 84.2% 
Separated 1.2% 
Divorced 7.9%
Widowed 3.6%
No response 0.9%
#34. Size of household?
1 Person 2.4%
2 People 21.7%
3 People 12.4%
4 People 22.3%
5 People 17.3%
6 People 11.8%
7 People 4.8%
□  8 or more 4.4%
M  No response 2.9%
Elementary 0.9%
Some high school 4.5% 
High school grad 36.8% 
Some college 30.8% 
College grad 16.7% 
Graduate studies 8.9% 
No response 1.4%
lanm
#37. Do you...
Own home 82.0% 
Rent 14.4%
Other 1.7%
No response 2.0%
V
Employed 59.2%
Not employed 20.2% 
Retired 19.2%
No response 1.4%
#39. Income level ( in OOO's)?
Under $15 
$15 to $24 
$25 to $34 
$35 to $44 
$45 to $54 
$55 to $64
$65 to $74 
$75 to $84 
$85 to $94 
$95 to $104 
Over $105 
No response
i^ a i
